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ABSTRACT 
Cooperative Movement in India, which in terms of geographical 
coverage, probably, is the largest Movement of its kind in the world, 
established by a statute in the year 1904. During the last ten decades 
the Cooperative Movement has spread in several sectors and has made 
significant impact on our economic and social life. 
Till the end of the nineteenth century the problem of marketing 
was not a vexed one in India as our economy was largely a subsistence 
economy, when majority of the farmers were engaged in subsistence 
farming and produced crops for self-consumption rather than a view to 
dispose them off in the, market. But with a passage of time a radical 
change has taken place in the entire economy and due to this 
revolutionary change, system of modern marketing arises, where the 
transfer of produce or gods takes place through a chain of middlemen 
or functionaries, which suffers from defects and malpractices. In order 
to remove these defects and malpractices, the need of cooperative 
marketing arises, because it has been observed that cooperative form 
of organization can play a significant role in improving the system of 
agricultural marketing. In this regard the system of cooperative 
marketing was commenced in the year 1935 with the constitution of the 
Directorate of Marketing and Inspection at the centre and its 
counterparts in the states on the recommendations of the Royal 
Commission of Agriculture. 
The performance of marketing agricultural commodities through 
cooperatives in the country is satisfactory but the performance of 
marketing agricultural produce in the state of Uttar Pradesh is not 
satisfactory. This is because; there was previously no marked tendency 
towards the cooperative marketing of agricultural commodities. As time 
passed, the zeal of the members began to wave^ their membership 
increased, capital dwindled and the number of registered societies 
become dormant. The difficulty of getting experienced and competent 
managers possessing knowledge of cooperative objectives and value is 
again a contributory cause of the debacle of the marketing society. 
In this context, the present study has been done on the 
agricultural marketing cooperatives of eastern Uttar Pradesh in order to 
study its working and to identify the shortcomings and bottlenecks and 
to suggest suitable remedial measures to overcome these problems. 
OBJECTIVES OF THE STUDY: 
The main objectives of the study are as follows: -
1. To review the progress of the Cooperative Movement in India. 
2. To review the progress of the agricultural marketing cooperatives in 
India. 
3. To examine the role of National Agricultural Cooperative Marketing 
Federation in marketing of agricultural produce. 
4. To evaluate the progress of agricultural marketing cooperatives in 
Uttar Pradesh. 
5. To study the working of primary agricultural marketing cooperative 
societies in eastern region of Uttar Pradesh. 
6. To examine the existing marketing mechanism with emphasis on 
cooperative system. 
Coefficient of Correlation (r). Coefficient of Variation (CV), Standard 
Deviation (SD), Least Square Technique, Marketing Efficiency, Y test 
and various financial ratios. 
LIMITATIONS OF THE STUDY: 
No research is complete unless the limitations of the studies are 
brought forth and accepted. While undertaking this study, shortcomings 
and limitations were faced which were however by the best possible 
means overcome in order to give this study its final shape and the best 
possible result that made this study meaningful. 
SCHEME OF CHAPTERISATION: 
The present study has been classified into nine chapters, which are 
as listed below: -
The first chapter deals with the literature review on the previous 
work of agricultural marketing cooperatives in Indian context from the 
day of its enactment till now. The study of th«st chapter* concludes 
that the future of Indian farmers, which depends upon the 
infrastructure of marketing system, unable to improve their conditions 
to a needed extent. 
The second and third chapter explains the progress and 
performance of the Indian Cooperative Movement as well as 
cooperative marketing in India from its enactment in the year 1904 till 
the end of the ninth five year plan. The study of these chapters 
concludes that, from the iaissez-faire policy of the government in the 
pre-independence era and the advent of the planned economic 
development during planning period, the cooperative sector emerged as 
x^ j>V^ 
a distinct sector of the National economy covering almost 100% of the 
India's village. 
The fourth and fifth chapter explains the progress and 
performance of the Cooperative Movement as well as cooperative 
marketing in Uttar Pradesh from its year of enactment to the end of the 
ninth five year plan. The study of these chapters concludes that the 
overall membership and turnover of the cooperative society's Increases 
manifold but the situation is in grim condition and the result is 
undesirable, especially for marketing cooperatives. 
The sixth chapter deals with the profile of agricultural marketing 
cooperatives in eastern Uttar Pradesh while the Financial Management 
Analysis of selected sale and purchase cooperative societies with 
reference to working capital management has been given due attention 
in the seventh chapter. The finding of these chapters concludes that the 
primary agricultural cooperative marketing societies is in grim condition 
and signifies lower risk regarding working capital. 
The eighth chapter explains the price arrival relationship and net 
return analysis of selected horticultural produce and concludes that due 
to absence of proper marketing channel the producer of the region 
unable to get the fair price of the produce. 
The ninth chapter elaborates the problems and suggestions for the 
agricultural cooperative marketing societies of Eastern Uttar Pradesh 
and finally concludes the study by giving the conclusion based on the 
present work on agricultural marketing cooperatives of eastern Uttar 
Pradesh. 
CONCLUSION AND DIRECTION FOR FUTURE RESEARCH: 
The present study is the modest beginning in finding out the 
problems and remedy for the agricultural marketing cooperatives of 
eastern Uttar Pradesh, which one expect would go a long way in 
promoting the cooperative marketing in the state. But despite this, 
there is more need for a keen researcher to work on this field as well as 
other field of cooperatives, so that with optimal use of limited resources 
available in the country the cooperatives may carve out a place for 
themselves. 
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INTRODUCTION 
The genesis of Cooperative Movement and its applications in the 
economic field can be traced after the Industrial Revolution, which took 
place in England during the second half of the eighteenth and the first 
half of the nineteenth centur/. In India, the inspiration for the 
Cooperative Movement came largely from Germany. So it can say that it 
was Europe, which spread the light of Cooperative Movement 
throughout the world. 
Cooperative Movement in India, which in terms of geographical 
coverage, probably, is the largest Movement of its kind in the world, 
established by a statute in the year 1904. During the last ten decades 
the Cooperative Movement has spread in several sectors and has made 
significant impact on our economic and social life. 
Towards the end of the nineteenth century, the peasantry was in 
the grip of moneylender and the rural debt was increasing. The 
condition of the agriculturists was really deplorable. The joint family 
system was breaking down. As a result of increase in population and 
the absence of rapid industrialization, more and more people dependant 
upon agriculture resulting on too much pressure on land. The land got 
increasingly divided and subdivided. Farmers who were once 
prosperous became petty peasants with tiny holdings of as few acres 
and were finally reduced to the status of landless labourers. They were 
in the clutches of the moneylenders. Rural debt was increasing and this 
increased the burden on the farmer. While the economic position of the 
farmers, were deteriorating and they were finding themselves in the 
hopeless condition, they did not have the incentive or the ability to 
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improve his condition. The government felt that the farmer could be 
helped through some type of cooperative effort. In this regard the 
government from time to time has taken various steps and finally the 
Cooperative Movement came into existence. 
In the field of agriculture, marketing developed only after man 
was able to produce more food than he needed for himself which in 
turns led to the growth of agricultural marketing and includes not only 
purchase and sale of goods, but also the business activities and 
processes in bringing goods from producer to the consumer. The history 
of the growth and development of agricultural marketing is a rich and 
exciting one. In primitive age one depended on his own efforts for his 
requirements and there was no need for producing things for exchange 
and as a result of that there were no regular markets. But it was soon 
realized that in some form or the other, cooperation of one with 
another to satisfy the necessities of life was essential, which arose a 
need for some organization to make provision for the exchange or 
disposal of the goods to those who needed them. 
Until the beginning of the 20^ century there was no problem in 
our country for marketing agricultural commodities as the majority of 
farmers were engaged in subsistence farming, and there was no surplus 
production with them to market. But with the passage of time a radical 
change took place in the economy of the country. The agricultural 
marketing cooperative societies came into existence as long back as in 
1912, after the reform of Cooperative Act in 1912 which were 
recognized as an important tool for the attainment of prosperity for 
rural poor farmers by selling their crops at a remunerative price. 
The Cooperative Planning Committee In 1945 made various 
recommendations for organizing cooperative marketing societies in rural 
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areas and also recommended that 25% of the produce of agricultural 
commodities should be marketed by the marketing cooperatives and 
there should be one cooperative marketing society in each regulated 
market covering at least 200 villages. 
The major growth in the cooperative marketing sector has taken 
place only after Independence. In the year 1950-51, the agricultural 
marketing cooperatives marketed agricultural produce worth Rs. 500 
crore, while in the year 1997-98, the cooperatives marketed agricultural 
produce worth Rs. 12007.80 crore. Today there are as many as 8,800 
agricultural marketing cooperative societies in India and 29 cooperative 
marketing federations. 
The structure of cooperative marketing in India is of three tiers 
i.e. Primary Marketing Cooperative Societies, Central Marketing 
Cooperatives and State Level Marketing Cooperatives. At national level 
there is a National Agricultural Cooperative Marketing Federation which 
is an apex body of agricultural marketing cooperatives and it plays 
pivotal role in the marketing of agricultural produce at national and 
international level. 
Since long agricultural cooperative marketing societies are treated 
as agents of the government for the procurement of food grains. Now it 
is the right time that the government's interference in the working of 
agricultural marketing cooperatives should be called off so that they can 
take up the job of procurement of food-grains as supplementary or 
secondary because their main function is to find out ways and means 
for getting remunerative prices for the produce of the farmers who are 
the promoters of the marketing cooperatives. Further, these societies 
having weak infrastructure and poor Marketing Information System the 
real problem before the agricultural marketing cooperatives is how to 
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survive and function in the present competitive scenario. Besides, they 
are lacking professionalized management, which on the other hand is 
essential for making these societies more competitive in the present 
changing economic environment. So for their survival they have to 
restructure and readjust their style of functioning in tune with the 
changes taking place in the market because if Liberalization and 
Globalization have exposed cooperative marketing societies to 
competition, it has also opened up vast opportunities for expansion of 
their activities. 
OBJECTIVES OF THE STUDY 
The main objectives of the study are as follows: -
1. To review the progress of the Cooperative Movement in India. 
2. To review the progress of the agricultural marketing cooperatives in 
India. 
3. To examine the role of National Agricultural Cooperative Marketing 
Federation in the marketing of agricultural produce. 
4. To evaluate the progress of agricultural marketing cooperatives in 
Uttar Pradesh. 
5. To study the working of primary agricultural marketing cooperative 
societies in eastern region of Uttar Pradesh. 
6. To examine the existing marketing mechanism with emphasis on 
cooperative system. 
7. To study the working capital management in primary agricultural 
marketing cooperative societies of eastern Uttar Pradesh. 
8. To analyse the costs, price-spread and net returns at different 
channels for horticultural produce. 
9. To identify the shortcomings and bottlenecks in the primary 
marketing cooperatives of state and suggest suitable measures to 
solve these problems 
HYPOTHESIS OF THE STUDY 
Cooperatives have made remarkable progress in certain areas 
while they have earned a bad name in others. Particularly in Uttar 
Pradesh the progress of Cooperative Movement has not been 
satisfactory due to its politicization and bureaucratization at all levels. 
The study is an attempt to evaluate working of the agricultural 
marketing societies to prove / disprove the notion that agricultural 
marketing cooperatives has failed to deliver the goods. 
RESEARCH METHODOLOGY 
To achieve the above noted objectives the study is based on 
primary and secondary data. The secondary data, has been collected 
from published materials consisting of newspapers, books, periodicals, 
reports published by National cooperative Union Of India, National 
Cooperative Development Corporation, National Agricultural Cooperative 
Marketing Federation, Reserve Bank Of India, International Cooperative 
Alliance etc. The primary data has been collected through a well 
designed questionnaire and personal discussions with officials and 
members of the societies to find out their problems and solutions. The 
collected primary data relates to various aspects, like: -
• Sale price and marketing cost; 
• Method of sale and agency selected for sale; 
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•:• Mode of charges I.e. commission, packaging charge and 
transporting charge. 
In order to achieve the desired noted objectives firstly the districts 
were selected, then blocks, then society and Its members, then villages 
and finally the cultivators. 
AREA OF STUDY AND SAMPLE SIZE: 
The area of study comprises the eastern districts of Uttar Pradesh 
which consists of eight divisions having 29 districts viz; Allahabad, 
Azamgarh, Ambedkarnagar, Basti, Ballia, Bahraich, Balrampur, 
Barabanki, Chandauli, Deoria, Faizabad, Fatehpur, Ghazipur, Gonda, 
Gorakhpur, Jaunpur, Kaushambi, Kushinagar, Maunath Bhanjan, 
Maharajganj, Mirzapur, Pratapgarh, Ravidasnagar, Sonbhadra, 
Shrawasti, Sultanpur, Siddarthnagar, Sant Kabir Nagar and Varanasi, 
For the purpose of primary data, non probability sampling 
(convenience sampling) method has been used, and around 100 
person/member chosen and interviewed with the help of a well 
designed questionnaire. 
ANALYSIS AND INTERPRETATION: 
After collecting the data the next step Is to analyse and interpret 
the data. For this purpose various statistical tools have been used like; 
Coefficient of Correlation (r), Coefficient of Variation (CV), Standard 
Deviation (SO), Least Square Technique, Marketing Efficiency, Y test 
and various financial ratios. 
KIl 
LIMITATIONS OF THE STUDY: 
No research Is complete unless the limitations of the studies are 
brought forth and accepted. While undertaking this study, shortcomings 
and limitations were faced which were however by the best possible 
means overcome in order to give this study its final shape and the best 
possible result that would make this study meaningful. So in this 
context it is important to point out certain limitations of the study: -
1. Due to lack of money and time constraints it was not possible to 
cover each and every village and meet the members/farmers of 
^hat area. 
2. The findings are based on the expressed opinions of the 
respondents and there was no way to know whether they were 
telling the whole truth or not. 
3. As a majority of the societies in Uttar Pradesh are in weak 
condition or dormant, the data for profit and loss of various 
societies could not be obtained and In tables it is shown as not 
available. 
SCOPE OF THE STUDY: 
Keeping in view the above noted facts it was felt necessary to 
study the working of primary agricultural marketing cooperatives in 
Uttar Pradesh with special reference to eastern region so as to find out 
their problems and solutions for making these societies more efficient 
and viable units. 
In this regard an effort has been made to provide some help in 
order:-
• To strengthen the bargaining capacity of the cultivators; 
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• To secure the members a better price for their produce; 
• To develop fair trading practices; 
• To provide educative value to the cultivators; 
• To eliminate malpractices & superfluous middlemen; 
• To develop orderly system of marketing; 
*:* To exercise effective control over cost; 
*> To help maintain buffer stocks; 
• To help develop agro-based Industries; 
• To stabilize agricultural prices; 
•;• To render help to regulated markets; and 
• To strengthen Cooperative Movement. 
By doing this one can achieve the triple objectives of -—Better 
Farming^ Better Business and Better Living for people and make 
the motto of Cooperative Movement a reality. 
DESIGN OF STUDY: -
The present study on the working of agricultural marketing 
cooperatives in eastern Uttar Pradesh comprises of nine chapters. The 
presentation of each chapter Is as below: -
The first chapter deals with the review of literature of agricultural 
marketing cooperatives in Indian context from the day of its enactment 
till now. 
The second and third chapter explains the progress and 
performance of the Indian Cooperative Movement as well as 
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cooperative marketing in India from Its enactment in the year 1904 till 
the end of the ninth five year plan. 
The fourth and fifth chapter explains the progress and 
performance of the Cooperative Movement as well as cooperative 
marketing in Uttar Pradesh from its year of enactment to the end of the 
ninth five year plan. 
The sixth chapter deals with the profile of agricultural marketing 
cooperatives in eastern Uttar Pradesh while the financial management 
analysis of selected sale and purchase cooperative societies with 
reference to working capital management has been given due attention 
in the seventh chapter. 
The eighth chapter explains the price arrival relationship and net 
return analysis of selected horticultural produce of agricultural produce 
marketing committee of Allahabad district. 
The ninth chapter elaborates the problems and gives suggestions 
for the primary agricultural cooperative marketing societies of eastern 
Uttar Pradesh and finally the last portion of the study concludes the 
study by giving the conclusion based on the present work on primary 
agricultural marketing cooperatives of eastern Uttar Pradesh. 
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CHAPTER ONE 
REVIEW OF LITERATURE 
m 
Review 0£ l i terature 
The word agriculture, since long has been associated with the 
industry of basic food production, l<nown as farming. Agriculture and 
farming were synonymous till farming was not commercialized and was 
done more or less on a subsistence basis. With the passage of time 
various problems arise, mainly concerned with the farmers effort to 
make a living, like production, finance and marketing etc. 
Sadhu& Singh (1991)^'^ 
Out of these mentioned problem, attention has paid mainly on 
production and financing of agriculture, but less attention has been paid 
on the marketing of agricultural produce, which is a matter of great 
interest to the farmer, the consumer and the middleman. 
With the advance in intensive cropping: processing, storage and 
marketing of agricultural produce are becoming more and more 
important. In the absence of sound marketing facilities, the farmers 
have to depend on local traders and middlemen for the disposal of their 
farm produce which is sold at throw-away prices 
Sadhu & Singh (1991) *^ * . So it is need of the hour for an orderly and 
efficient marketing of food grains which will play an important role in 
solving the problem of hunger. 
All marketing activities classified into three major processes of 
concentration, equalization and dispersion. The process of 
concentration is essentially one of assembling and procurement, while 
the equalization process consists of those activities which match the 
flow of production with the rate of consumption and finally one can say 
that the dispersion process is the counterpart. Keeping in view these 
three process of agricultural marketing, Richard Kohl (1955) *^ *opined 
three approaches to the analysis of marketing problems of agricultural 
produce, which are The Functional Approach, The Institutional 
Approach and The Commodity Approach, and summed up his study by 
concluding that all these three approaches are necessary to obtain the 
most complete understanding of marketing, and Functional analysis 
have meaning only when combined with Institutional and Commodity 
analysis. 
The agricultural marketing plays an important role in stimulating 
production and consumption, and accelerating the pace of economic 
development in the countries where resources are primarily agricultural. 
On the basis of. Intensive Agricultural Development Programme 
experience, Elmer. R. Kiehl (1969) '^'^  explained that the "marinating 
problem" begins to emerge in the process of shifting from traditional to 
modern agriculture because of production surpluses generated by the 
shift. 
Though the idea of marketing agricultural produce, which is the 
performance of business activities, is complex in nature, may arise two 
types of problem. First is the problem of marketing output in terms of 
consumer satisfaction and second is the problem of doing this with a 
minimum of expenditure of economic resources. For this, need of an 
efficient marketing system arise which can be important means for 
raising the consumer satisfaction, and further leads to the optimization 
of resource use and output management. 
India is essentially an agricultural developing economy where the 
agriculture remains the main occupation of large majority of Indians in 
one way or another. So for this, efficient agricultural marketing system 
plays an active role as a key component for accelerating agricultural 
production and promoting economic growth and appropriate agricultural 
marketing policy expand trade demands both at home and in the 
international market. Raj. Krishna. Raj (1963) ^^ * opined that this trade 
demand results in better prices of their produce to sustain the emerging 
process of commercialization, because it is now well recognized that 
farm production in developing countries is responsive to price. 
Though, traditional marketing system is too ill organized, too ill 
equipped and too exploitative to provide needed marketing support for 
progressive agriculture. So for this, a new kind of marketing 
organization is needed to market farms products collectively by its 
member's patrons for direct benefit without having any involvement of 
intermediaries. This will leads to the evolution of marketing agricultural 
produce in a cooperative way through marketing cooperatives. 
Cooperatives in India were established initially in the domain of 
rural credit because of the exploitation of the farming community by 
insensitive moneylenders. Later the concept was extended to credit 
sectors through the Acts of 1912 and 1919. The past few decades have 
witnessed substantial growth in the sector and diverse areas of the 
economy now come under its span and spread, however, the 
significance of the basic cooperatives principles of self reliance and 
democratic functioning have suffered eclipse and are left to occupy 
printed space only. 
There has been a flood of writing on Agricultural Cooperative 
Marketing the world over. However, in India, the work done is very 
limited and the subject definitely needs greater attention. Let us review 
the literature available in India. 
Marketing of farm products is a matter of great Interest to the 
farmer, the consumer as well as to middlemen. This makes marketing a 
significant part of the modern production process. 
J.C Sinha (1976) **' thinks that if the process of marketing fails to 
achieve its objective, and, if goods and services do not reach the 
consumer on demand, production by itself will hardly suffice. It is the 
marketing of the agricultural produce which helps make the goods 
useful to society, getting them when and where they are wanted. But 
then, AtuI Sinha (1985) *^ ^ thinks this to be a long process. He warns 
against various malpractices. Also the system of agricultural marketing 
is subject to changes and modification, because of change in production 
and marketing situations, as well as, in economic policies. 
B.B. Mukherjee (1960) *^ ^ in this connection notes, that, the system of 
agricultural marketing in India is saddled with a long chain of 
middlemen who demand remuneration for their service. This burdens 
the consumer, though the producer derives no benefit at ail. 
Of course, to overcome these problems a process of cooperative 
marketing was visualized. Farm producers had to be provided improved 
services at reduced costs (B.V. Narayanswamy and P.S. Narsimhan). ^ *^ 
Also, to further economic development and social justice agricultural 
produce had to be channelized through cooperative institutions (S.S, 
Acharya and N.L Agarwal, 1994). *"* However, it was also found that 
most of the cooperative societies in the country did not undertake any 
marketing of agricultural produce. Also those extant marketing societies 
needed to be involved with societies that dealt with farming, and 
finance (Navinchandra Joshi, 1993) ^^^\ 
In fact, there is an utter need to establish more Multipurpose 
Marketing Cooperatives so that farmers could have the advantage of a 
single-window-system for all their economic needs. One thesis on 
Cooperative Marketing concludes that the present system of cooperative 
Marketing is dysfunctional and lacks professionalization 
(Khursheed. A, Mahajan, 1991) ^"^ Furthermore professionalism is an 
essential feature of modernization. In this context there is a suggestion 
that management of cooperatives increasingly requires professionally 
competent and cooperatively oriented personnel for integrated 
cooperative development. Indeed, cooperatives are diversifying and 
becoming multidimensional. They shall and must emerge as a strong 
business enterprise (D.R.Oza, 1989) *"*. But there is also a suggestion 
that in pursuit of professionalism, cooperative values and principles 
should not be discarded because these values and principles are in real 
sense a unique management resource. Properly applied they can 
provide a competitive advantage to the cooperative positioning in the 
market place and its utilization of human resources 
(R.V. Misra, 2000) * " \ Three approaches have been suggested for 
ushering in professionalism in the management in cooperatives: the 
Historical process approach, next the Logallstic approach, and finally the 
Strategic Management approach. It is further suggested that these 
approaches will succeed only when, a code of conduct is evolved and 
observed by the elected leadership, secondly, management 
performance of cooperatives is periodically audited and results placed 
before the membership financing bodies, and, finally, governments are 
discouraged to depute their personnel to main key positions in 
cooperatives (K. K. Taimani, 1988) ^^^\ 
In India, cooperatives often do not work with true spirit. The 
primary reasons are, first, absence of democratic participation, and, 
second, management by the state bureaucracies. Excessive state 
interference in the working of the cooperatives is a major constraint. 
Various reasons thwart the evolution of democratization of cooperative 
societies. Politics and use of unfair mean endanger the management of 
societies. Central and state governments are keen on the democratic 
functioning of cooperatives. They do want better management and 
employ professionals for the purpose. This endeavor has to succeed; 
otherwise deofficialisation will have no meaning (J. C. Rout, 1996) ^^^\ 
Excessive control and interference are repeatedly pointed out. Infact, 
comprehensive amendments in the present Cooperative Societies Act 
will be in keeping with the national policy of decontrol and deregulation 
(B. S. Vishwanathan, 1996) ^^^\ 
Agriculture has many dimensions and it is an interdisciplinary 
subject. Having this in mind, Government of India has formulated its 
New Agricultural policy, which does refer formulated its New 
Agricultural Policy, which does refer to marketing. But this hardly does 
justice to the subject of cooperative marketing. So for this, 
(P. R. Dubhashi, 1994)^"' ,in his article suggested that It is necessary 
for the future of cooperative Agricultural Policy, the general statement 
of agricultural policy must be supplemented by the detailed policy 
statement about each of the major aspects of which marketing is one of 
the most important. 
Cooperation as a socio-economic phenomenon has two very 
important implications: cooperation as a movement, and, cooperation 
as an economic system. Under both implications the human factor as 
well as common economic interest of the members is the motive force. 
There is need, therefore, for some external and internal stimulus. The 
stimuli obviously come from proper leadership. For this reason 
Cooperatives should give extra care and attention to the 
aspirations of weaker sections. This will provide these sections greater 
opportunity to participate in the management of cooperatives 
(G.M.C Balyogi, 2001) <"\ 
Cooperation like other democratic organization have to rely, not 
only for their progress in desired direction, but also for their basic 
survival, on such leaders who can ensure sound management and 
continuity of the organization. Leadership therefore is very crucial for 
the success of cooperatives, because a cooperative is often entirely in 
true sense not based on force, favour of dependent on the vision, 
integrity and courage of the person who leads it. Force, favour or 
factionalism is against the very ethos of a collective working together 
with utmost cooperation. The success of cooperatives is directly 
proportional to example the leader sets in cooperation. Leadership is as 
important to a cooperative as is autonomy. The leader must be 
absolutely clear about what does the cooperative aim at what do its 
members want? He must always use his human influence to hold the 
members together and keep them motivated. It is only this that can 
make a Cooperative Movement achieve its objectives and become self-
governing and self-reliant. Therefore, leadership and autonomy are the 
main stay of a cooperative society (D. Jha and S. K. Oha, 1998) 
Leadership assumes greater significance when competition is stiff. 
Current challenge to the Cooperative Movement is from private 
enterprise, as well as from globalization and the privatization of world 
economies. What is needed is the promotion of participation and 
democracy because only then cooperatives will be able to compete with 
private and global operators. Legislation should be less regulatory and 
still less intrusive. It should aim at facilitating cooperative operation 
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rather than seek to control it. It should only curb vested interest and 
defends the weaker member (John Rouse, 1997) *^*^ 
The liberalization of the Indian economy since 1991 has brought 
about drastic structural changes in the total economic structure, which 
lead to many changes in the strategies of Marketing cooperatives too, 
to improve their competitiveness. The national and state governments 
have assisted these cooperatives in various forms, but their activities 
branded as failures. For this (K. Janardhan 2001), ^^ ^^  opined that these 
cooperatives in various aspects of their businesses, restructure their 
ideology with firm determination. 
Over a decade has passed since India launched its New Economic 
Policy. Its primary aims were to privatize, liberalize and globalize. This 
radically transfigured the economic environment in the country. This is 
necessary because India did not want itself to be left out of the 
international economic scenario. However the change has become a 
challenge to the Cooperative Movement. Of course such apprehensions 
have been shrugged off. It is being said that though liberalization has 
exposed marketing cooperatives to added competition, yet, it is also 
true that vast opportunities for growth and expansion too have been 
made ready and available (Brij. Bhadi, 1997) *^ ^^ 
There is the national policy on cooperatives, which needs faithful 
implementation, so that it will transform the Cooperative Movement and 
give it new impetus. The Cooperatives will then emerge as effective 
instruments of socio-economic transformation, and also, the onslaught 
of competition from the multinationals shall be effectively withstood 
(Ajit Kumar Singh, 2000) ^^"^l 
Infact, in the ongoing liberal economic environment, cooperatives 
have to take concerted effort to reorient them and adopt structural 
functioning techniques. In order to strengthen the professional capacity 
of cooperatives, maximum emphasis is being laid on professionalization, 
be it of the management, or the members, or the cooperative's work 
force (S.S. Sisodia, 2001) ^^^\ 
Of course, sky is the limit for rural marketing in India, where 
cooperative societies can provide a vast network for the marketing of 
agricultural produce (V.P. Sharma, 2001) ^^^\ In a developing country 
like India, farmers cannot estimate the real benefits from a gush in 
production. What is needed is an effective marketing outlet that will 
look after the welfare of the members, and, the performance of 
cooperative societies. Various committees have recommended focus on 
both economic viability and serviceability of cooperative in order to 
assess their performance. However there is a suggestion that this 
assessment should be made on the basis of serviceability rather than 
viability (Sanjoy Roy, 2001) * " \ 
Due to an increase in yield and pro-rata decline in price, as well 
as a weak bargaining position vis-a-vis middlemen, the latter have been 
exploiting the farmer over decades. Here, the role of cooperatives is 
salutary. As effective marketing agencies, they can protect the interest 
of the farmer. Agricultural marketing cooperatives should be allowed to 
work as autonomous cooperative marketing agencies. This would help 
carry on business on the basis of principles of cooperation 
(Rais Ahmad, 1996) ^^^\ 
However, all said and done, cooperative marketing has as yet not 
been able to achieve the expected results. Its help has proved 
inadequate to the rural farmer. Government purchases and price 
interference in the working of the cooperatives is a major constraint. 
Various reasons thwart the evolution of democratization of cooperative 
societies. Politics and use of unfair mean endanger the management of 
societies. Central and state governments are keen on the democratic 
functioning of cooperatives. They do want better management and 
employ professionals for the purpose. This endeavor has to succeed; 
otherwise deofficialisation will have no meaning (J. C. Rout, 1996) ^^^\ 
Excessive control and interference are repeatedly pointed out. Infact, 
comprehensive amendments in the present Cooperative Societies Act 
will be in keeping with the national policy of decontrol and deregulation 
(B. S. Vishwanathan, 1996) *">. 
Agriculture has many dimensions and it is an interdisciplinary 
subject. Having this in mind, Government of India has formulated its 
New Agricultural policy, which does refer formulated its New 
Agricultural Policy, which does refer to marketing. But this hardly does 
justice to the subject of cooperative marketing. So for this, 
(P. R. Dubhashi, 1994)^ *^* ,in his article suggested that it is necessary 
for the future of cooperative Agricultural Policy, the general statement 
of agricultural policy must be supplemented by the detailed policy 
statement about each of the major aspects of which marketing is one of 
the most important. 
Cooperation as a socio-economic phenomenon has two very 
important implications: cooperation as a movement, and, cooperation 
as an economic system. Under both implications the human factor as 
well as common economic interest of the members is the motive force. 
There is need, therefore, for some external and internal stimulus. The 
stimuli obviously come from proper leadership. For this reason 
Cooperatives should give extra care and attention to the 
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role. They help capture all shades of opinion. The instruments of 
propaganda are only to be effectively tapped. Newspapers, magazines, 
journals, radio and television can help reach a vast public. Therefore, 
cooperative leaders and officials need to be educated about the great 
benefits of advertisement because money spent on advertisement is 
never a wasteful expenditure (M. Nazeer, 1998) *^^\ 
In recent years, economy has undergone a sea change. 
Cooperatives and public sector institutions, which earlier enjoyed a 
good deal of protection, have now to face stiff competition from private 
trade. Sacred preserves of the public sector and cooperatives have now 
been thrown open to private enterprise. Cooperative marketing 
institutions whose main source of revenue was from agricultural input 
marketing are now expected to rub their shoulders with private dealers 
who do not only extend liberal credit to the farmers, but also provide 
many supportive services. Therefore, the staff of marketing 
cooperatives requires being re-trained. It must adapt itself to the needs 
of a fast changing market scenario. Existing employees need upgrading 
of skills and fresh blood must also be inducted. This would improve the 
working of the organizations (Priyadarshni Thakur, 2000) ^^^\ 
The Cooperative Movement after a stormy journey through the 
last century has now entered the new millennium. Today, the 
Movement has been acknowledged as an effective instrument of socio-
economic transformation of rural areas. The Movement is also 
concerned about the impact of the World Trade Organization 
agreement on agriculture. The ongoing economic and financial sector 
reforms and the recent General Agreement on Tariff and Trade / World 
Trade Organization have brought about tremendous opportunities to 
agro production and exports. But this would eventually mean 
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dismantling of the agro credit and post harvest financing system that 
has helped achieve self sufficiency in food crops. It is feared that if the 
reforms processes are taken to their logical end this advantage could be 
nullified (Proceedings of a Regional Workshop, April, 1998) ^^^K Under 
one of its provisions developing countries like India have agreed to 
remove quantitative restriction on the impact of a large number of 
agricultural commodities. This would protect the farmer's Interest if 
there is a sudden upsurge in imports. The World Trade Organization 
has prescribed certain obligations also, so one has to take necessary 
steps to acclimatize the farming community and the rural based 
industrial units with the competitive provisions of the Organization's 
agreement on agriculture. Greater emphasis will have to be laid on the 
promotion of professional management and on up-gradation of 
technology, including Information Technology. This applies to various 
segments of the Cooperative Movement and should include cooperative 
marketing also, only then operational efficiency and cost effectiveness 
would improve (S.S.Sisodia, 2001) ^^^K 
From the above discussion it is evident that although some 
studies have been done in India on the functioning and performance of 
agricultural marketing cooperatives, detailed attention has not been 
given to the Involvement of the government or to its intervention in 
marketing cooperatives. This apart, the progress of Sale and purchase 
primary marketing cooperatives and primary horticultural marketing 
cooperatives has not been considered at all. India's production of food 
grains and horticultural produce has increased substantially, but it 
unable to make better condition of the Indian producer. The broad 
objective of the present research, therefore, is to pinpoint the loopholes 
and bottlenecks in the working system of agricultural marketing 
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cooperatives and suggest remedial action. The remedies suggested 
should help achieve triple objectives of Cooperative Movement Only 
then business will be better, living will improve, and, finally the motto of 
Cooperative Movement becomes fruitful. The future of Indian farmers 
depends upon a viably effective marketing infrastructure that profitably 
supports agricultural production. Mere increases in production have not 
at all improved the economic conditions of the farmer. In fact, 
marketing technology must precede production technology. Only thus 
would cooperatives emerge as effective instruments of socio-economic 
transformation withstanding the onslaught of the severe competition 
from private traders. 
u 
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CHAPTER TWO 
HISTORY AND GROMH OF COOPERATIVE 
MOVEMENT IN INDIA 
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Ifistory And Growth 0£ Cooperative 
Movetnent In India 
The genesis of the Cooperative Movement and its various 
manifestations in the economic field can be traced to the Industriai 
Revoiution in England, which spans the second half of the eighteenth 
and the first half of the nineteenth centuries. The Movement had its 
origin in Europe, which spread the light of Cooperative Movement 
throughout the world. For India, the inspiration for the Cooperative 
Movement came largely from Germany and here the Movement was 
introduced as a state policy and owes its origin to the enactment of the 
Cooperative Societies AcC 1904. 
Even till the end of nineteenth century, the moneylender 
exploited the peasantry in India and the rural debt was at a gallop. The 
condition of the agriculturists was therefore really deplorable. The joint 
family system was cracking. Population was on the rise and 
industrialization was not rapid enough. Therefore, more and more 
people depended upon agriculture resulting in too much pressure on 
land. The land got increasingly divided and subdivided. Farmers who 
were once prosperous became petty peasants with tiny holdings of a 
few acres and were finally reduced to the status of landless labourers. 
They were in the clutches of the moneylenders. Rural debt was 
increasing and this increased the burden on the farmer. His economic 
position was deteriorating and his predicament hopeless; the farmer did 
not even have the incentive or the ability to improve his condition. The 
government felt that the farmer could be helped through some kind of 
cooperative effort. The government from time to time took various 
steps. The Cooperative Movement gradually crystallized and in 1904 
The Cooperative Societies Act was enacted. In another two years 
IS 
Cooperative Movement will have been in play for a hundred years. 
During this long span it has passed through various stages of 
development and seen many ups and downs. Its history up to India's 
Independence, journeyed five stages: -
THE FIRST STAGE OF THE MOVEMENT (1904-11) 
The first stage of the Movement was no more than an 
experiment. During this stage of Movement, attention was given mainly 
to the organization of rural credit societies. As a matter of fact, though 
the Cooperative Societies Act of 1904 CQi^\Bvc\'^\dX&(\ the organization o\ 
both rural and urban societies, the Government of India laid special 
emphasis on the promotion of rural credit societies and suggested that 
the establishment of societies among the agricultural classes should be 
the first care of the local governments ^^^, 
One of the special features of the societies, during the period, 
was that the government was the prime mover of the Movement. The 
Movement was not only initiated by the government, but was also 
supported by government loans, which were generally marked by 
Insufficiency and delay. 
The objective of the 1904 Act, as stated in the preamble, was to 
encourage thrift, self-help and cooperation amongst agriculturists, 
artisans and persons of limited means. The essential features of this Act 
were as foHows:-
• Any ten persons living In the same village or town could form a 
society. 
• The cooperative societies were classified as rural and urban. 
• The rural societies were bound to have unlimited liability; in case 
of urban societies the question was left to their option. 
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*> The Act provided only for the formation of credit societies. 
• The area of operation within which societies could operate was 
closely restricted. 
• The societies could advance loans to members only on personal 
or real security. 
• The interest of a member in the share capital of the society was 
strictly limited; no member could hold shares worth more than 
Rs. 1000. 
*:* The accounts of every society were to be audited by the Registrar 
or by a member of his staff free of charge. 
•:* Societies were exempted from payment of income tax, stamp 
duties and registration fees. 
*:• It provided for the appointment of Registrar of cooperative 
societies in each province. 
•;• The societies were given a legal personality and were authorized 
to raise funds and carry on their business in a corporate 
capacity ^^\ 
At its first stage, the Movement helped 843 societies having 
90.84 thousand members and a working capital of Rs. 23.72 lakh. This 
was the situation in the year 1906-07. After another five years, that is 
by 1911-12 there were 8177 societies having 403.52 thousand 
members and a working capital of Rs. 335.74 lakh * \^ 
Quite plainly, the Movement outgrew the expectations of Its 
promoters, and, the Act of 1904 was found inadequate because it did 
not cover non-credit activities. Thus it had no provision for the 
formation of a federation, or a central society which could supervise, 
control and finance. The classification of the societies into rural and 
urban was also arbitrary. The Act of 1904 was therefore re-examined 
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and the Government of India passed the Cooperative Societies Act of 
1912, which aimed to overcome these Inadequacies. 
THE SECOND STAGE OF THE MOVEMENT (1912-18) 
The defects of the 1904 Act were apparently remedied in the 
second stage by the Act of 1912. But then, for reasons, which will be 
discussed later, got known as the period of hurried expansion The 
essential features of the Act of 1912 were as follows: -
<• Any society, credit or otherwise could be registered which had as 
its object the promotion of the economic interests of its members 
in accordance with cooperative principles, 
<• A federal society like the central bank could also be registered. 
*;• Unless otherwise directed by state governments: -
(1) The liability of central societies was limited, but 
(2) The liability of rural credit societies was to be unlimited. 
• No members could hold more than one-fifth of the total share 
capital, or, hold a share exceeding Rs. One lakh thousand in a 
society. 
•:* A society held a charge upon the shares etc., of a member in 
respect of any debt due from such a member. 
• The societies were exempted from compulsory registration and 
state governments could also grant exemption from the payment 
of income-tax, stamp duties, registration fees, etc., 
• One-fourth of the net profits of a society were to be compulsorily 
carried to its reserve fund. 
• Requirements of an annual audit were retained, as were 
numerous other provisions of the Act of 1904. 
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*> Subject to the prior claim of the government a society had a prior 
claim to enforce any debt against a member ^*\ 
The new Act of 1912 gave fresh impetus to the growth of the 
Cooperative Movement. Consequently, by the end of 1917-18, there 
were 25,192 societies having a membership of 10.9 lakh and working 
capital worth Rs. 760.09 lakh ^^\ 
The new Act was thus an improvement over the previous one. 
After its enactment, the Movement started with renewed promise. 
However, the government wanted to be sure that the Movement was 
developing on sound lines and appointed the Madagan Committee for 
its review. It is indeed a matter of profound regret that many of the 
valuable suggestions made by the Madagan Committee remained on 
paper only. The Movement still suffered from the same defects and 
deficiencies, which the Committee had pointed out about five and a half 
decades earlier. 
In 1919, came the i^ontford Reforms. Cooperation was made a 
provincial subject. The direct responsibility of the Central Government in 
regard to the determination of policy and conduct of administration of 
the cooperatives ceased. 
THE THIRD STAGE OF THE MOVEMENT (1919-29) 
This stage is designated the period of unpianned expansion. The 
reforms of 1919 declared cooperation a provincial subject. It was placed 
under the charge of a minister in each state. During earlier years, 
cooperation made rapid progress in various states especially in 
promoting agricultural credit societies. 
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The Royal Commission on Agriculture was set up in 1926. It had 
to pinpoint agriculture related problems. It too stressed the need of 
cooperation for implementing the programmes of agricultural 
development. Infact, it came out with its famous warning: / / 
cooperation faiis^ there would fail the best hope of rurailndia. 
The third stage is designated the period of Unplanned Expansion, 
However, what is significant is that it was a stage during which the 
Cooperative Movement progressed continuously. By the end of 1929, 
there were 94,000 societies having a membership of 37.00 lakh and 
working capital worth Rs. 7500 lakh ^^\ 
THE FOURTH STAGE OF THE MOVEMENT (1929-39) 
The Cooperative Movement did progress considerably in its third 
stage. However, in 1929 it got a rude shock. The world went into a 
severe economic depression. Various committees had to think out a 
general method to re-examine the loans due to primary societies by 
individual members. These loans had to be scaled down for repayment 
in easy installment. Prices had fallen, and the cultivator had a heavy 
burden of debt to bear. Societies had to be rehabilitated. It was a 
critical moment. Some provincial governments had to extend necessary 
assistance to apex cooperative banks to help them supply fresh finance 
to members of the rehabilitated societies through central banks. 
Between 1935 and 1939, there were three main developments in 
the field of Cooperation. They began with the establishment of the 
Reserve Bank of India in 1935. Its Agricultural Credit Department was 
charged with the duty of studying various problems relating to 
agricultural credit. A year later in 1936, an All India Conference of 
Registrars of Cooperative Societies pointedly stressed the need for the 
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development of long-term loans through cooperative land mortgage 
banks. Finally, the third development was the increasing acceptance of 
the concept of primary societies to help organize multi-purpose 
cooperatives. 
THE FIFTH STAGE OF THE MOVEMENT (1939-47) 
The period between 1939 and 1947 wholly spans the Second 
World War, There was considerable increase in the price of agricultural 
commodities; however, the price of other consumer commodities also 
rose very high. The Cooperative Movement now began to give greater 
importance to production and distribution. The (Movement cashed on 
the price-rise. Its debt that had accumulated during the 1929 economic 
depression was completely cleared. 
The number of societies in the year 1945-46 had risen to 
1,72,000 with a membership of 91.60 lakh and working capital of 
Rs. 16,400 lakh *'>. 
COOPERATIVE MOVEMENT DURING THE PLANNING 
PERIOD 
In 1947 India was politically a free country. However its industrial 
base was weak. Most of us depended on agriculture sector for 
livelihood. There had been economic stagnation for long, which furt:her 
enhanced because of the stress of Second Worid War. Finally, the 
disastrous effect of part:ition disrupted the integrated economy of India, 
In order to make the best use of its scarce resources, the country 
decided to build up its economic base in a planned way, A series of five 
year plans were launched. The object was to build up through 
democratic means with emphasis on social change. Cooperation was 
given place of pride, because it was a balancing factor between the two 
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main sectors, Public and Private. Therefore, the new Government of 
India took to develop the Cooperative Movement during its successive 
Five Year Plans. 
THE COOPERATIVE MOVEMENT DURING THE FIRST PLAN 
(1951-56) 
The first Five Year Plan was launched in 1950-51. It described the 
Cooperative Movement as an indispensable instrument of planned 
action in the country. According to it -— 
The principle of mutual aid, which is the basis of 
cooperative organization, and the practices of thrift and self-
help, which sustain it, generate a sturdy feeling of self-
reliance, which is of basic importance in a democratic way of 
life. By pooling their experience and knowledge and by helping 
one another, members of cooperative societies cannot only find 
the solutions of individual's problems but also become better 
citizens ^ ^\ 
The most important landmarlc in the history of Cooperative 
Movement in India after independence was the publication of the report 
of All India Rural Credit Survey Committee. The Committee was 
categorical in its judgement on the records of the Movement. It said— 
Cooperative has failed but /fastened to add t/iat 
cooperator must succeed^^^. 
The Committee continued— 
Cooperation credit satisfies none of tite requisites of 
eitiier good cooperation or sound credit^^^^. 
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The Committee recommended an, "^Integrated Scheme of 
Rural Credit^f in order to reorganize agricultural credit in India. This 
scheme was based on the following principles: -
• State partnership; 
•> Long-term operation fund; 
• Loans against anticipated crops; 
<• Large-sized societies; 
•:* Linking of credit with marketing; 
•:• Training of personnel; 
•;• Effective supervision and audit; and 
•:• Special funds. 
However, unfortunately, despite keen efforts the Cooperative 
Movement could not achieve the broad objective of the First Five Year 
Plan. This was because of various factors. The next plan took these 
factors into consideration. 
The progress of the Cooperative Movement during the first five 
year plan is tabulated in Table 2.1. 
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TABLE 2.1: PROGRESS OF COOPERATIVE MOVEMENT DURING 
THE FIRST FIVE-YEAR PLAN FROM 1950-51 To 
1955-56 
PARTICULARS 
Number of PACS 
Membership (in Lakh) 
Average membership per society 
Percentage of rural population served 
Loans issued (Rs. In Crore) 
Average \o^^s per member (Rs.) 
Average share capital per society (Rs.) 
Average working capita! per society (Rs.) 
Average deposit per society (Rs.) 
Percentage of over dues to outstanding 
1950-51 
1,15,462 
51.54 
45 
10.30 
22.90 
45.00 
727.00 
3,547.00 
391.00 
21.90 
1955-56 
1,59,939 
77.91 
49 
15.16 
50.16 
64.00 
1051.00 
4,946.00 
441.00 
25 
Source: - Samiuddin & Mahfoozur Rafiman; Cooperative Sector 
In India, S. Chand & Co. New Delhi, 1983, p.34. 
THE COOPERATIVE MOVEMENT DURING THE SECOND 
PLAN (1956-61) 
The second plan kept the recommendations of the All India Rural 
Credit Survey Committee in perspective. The Reserve Bank Of India Act 
was amended and National Development Council was established. The 
aim was to simultaneously improve the facilities of rural credit, and, 
intensify agricultural production in order to help build-up the rural 
economy. The plan laid special emphasis on marketing & processing 
cooperatives, and, credit cooperatives. 
The progress of the Cooperative Movement during the second 
plan period is given in Table 2.2. 
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TABLE 2.2: PROGRESS OF COOPERATIVE MOVEMENT DURING 
THE SECOND FIVE-YEAR PLAN FROM 1955-56 To 
1960-61 
PARTICULARS 
Number of societies (in Lakli) 
l^embership of primary societies (in Lal<h) 
Siiare capital (Rs. Crore) 
Working capita) (Rs. Crore) 
Loans advanced by primary societies (Rs.Crore) 
Percentage of villages covered 
Percentage of rural population covered by PACS 
Average loans advanced per member (Rs.) 
Average membership per society 
Average deposits per society (Rs.) 
Average paid-up capital per society (Rs.) 
Average worl<ing capital per society (Rs.) 
1955-56 
2.40 
176 
77.00 
469.00 
50.00 
— 
12 
64.00 
49 
441.00 
1051 
4946 
1960-61 
3.32 
342 
221.00 
1312.00 
203.00 
75 
24 
119.00 
80 
688.00 
2722 
12913 
Source: - Mathur. B. S; Cooperation In India, Sahitya Bhawan 
Agra, 1994, p. 70, 
THE COOPERATIVE MOVEMENT DURING THE THIRD PLAN 
(1961-66) 
The third five year plan also considered cooperation a vital factor 
for social stability and economic growth. It visualized for cooperation a 
wide dimension. The plan looked upon it as a major form of 
organization in many branches of economic activity, in particular 
agriculture, small industry, marketing and processing, and distribution 
and supplies. The Government of India even constituted a Committee 
under the chairmanship of Mr. Ram Niwas Mirdha, which recommended 
that the Central and State governments should come to the assistance 
of cooperatives in a big way. 
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The progress of the Cooperative Movement during this period of 
planning is highlighted by Table 2.3. 
TABLE 2.3: PROGRESS OF COOPERATIVE MOVEMENT DURING 
THE THIRD FIVE-YEAR PLAN FROM 1960-61 To 
1965-66 
PARTICULARS 
Number of societies (in Lakh) 
Membership of agricultural credit societies 
(in Millions) 
Percentage of rural population covered 
Loans advanced (Rs. Crore) 
Agricultural produce marketed by cooperation 
(Rs. Crore) 
Distnbution of consumer articles by 
Cooperatives(Rs. Crore) 
1960-61 
3.32 
— 
24 
203.00 
175.00 
56.70 
1965-66 
1.92 
26.10 
33 
504.91 
360.00 
398.10 
Source; - Patnaik. C. Umesh; Introduction to Cooperative 
Management, Kalyani Publishers, New Delhi, 1992, 
p. 104. 
THE COOPERATIVE MOVEMENT DURING THE FOURTH 
PLAN (1969-74) 
During the first three plans, the Cooperative Movement did make 
considerable headway. The fourth plan, however, laid particular 
emphasis on Growth & Stabiiity. Infact, the plan used growth and 
stability of cooperatives as a kind of slogan for perpetual reference. 
During this plan period special attention was given to the following 
areas; ( l i ) 
• Cooperative credit; 
•> Small farmers; 
• Cooperative marketing; 
29 
• Cooperative processing: and 
• Consumer cooperatives. 
The Reserve Bank of India under the chairmanship of 
Mr. B. Venkatapplah, gave the lead. It set up an All India Rural Credit 
Survey Committee. Its aim was to review the supply of rural credit in 
the fourth plan and lend some serious thought to an Intensive 
Agricultural Programme. Almost all the recommendations of the 
Committee were accepted and even implemented by the government 
during fourth and fifth plans. 
The progress of Cooperative Movement during the fourth plan is 
shown in Table 2.4. 
TABLE 2.4: PROGRESS OF COOPERATIVE MOVEMENT DURING 
THE FOURTH FIVE-YEAR PLAN FROM 1965-66 To 
1969-70 
PARTICULARS 
Membership of PACS 
Coverage of agricultural families (in %) 
Loans advanced (Rs. Crore) 
Fertilizers sold by Cooperatives(Rs. Crore) 
Distribution of consumer articles by 
Cooperatlves(Rs. Crore) 
1965-66 
26.10 
42.00 
504.91 
80.10 
398.10 
1969-70 
30 
45 
550 
260 
550 
Source: - Patnaik. C. Umesh; Introduction to Cooperative 
Management, Kalyani Publishers, New Delhi, 1992, 
p.l05. 
THE COOPERATIVE MOVEMENT DURING THE FIFTH PLAN 
(1974-79) 
The draft of fifth five year plan stated — 
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Cooperation is eminentiy suited to bring about desired socio-
economic chailenges in the context of existing conditions in 
the country. There is no other instrument as potentiaiiy 
powerful and fuii of sociai purpose as the Cooperative 
i^ovement^^^^. 
Four specific objectives had been stated for cooperative 
development during the fifth plan. (1) To strengthen the network of 
agricultural cooperatives, (2) To build up a viable Consumer 
Cooperative Movement to enable it to function as an important element 
in a consumer oriented distribution system, (3) To make efforts towards 
the correction of regional imbalances in the level of cooperative 
development particularly in the sphere of agricultural credit, (4) Special 
efforts will be made towards restructuring and reorienting the 
cooperatives so as to shift the focus on their activities increasingly in 
favour of small and marginal farmers and other under-privileged section 
of the people*^^\ 
The keynote of the Cooperative Movement during the Fifth Plan 
was Growth with Sociai-Justice ^^ "^ ^ The aim was to ensure stable 
and fair prices for the necessities of life through building up a strong 
consumer Cooperative Movement. Special attention was paid to the 
economic upliftment of small and marginal farmers and weaker sections 
through cooperatives. 
In October 1974, the Department of Civil Supplies and 
cooperation was created in the Ministry Of Industry and Civil Supplies 
with an objective to coordinate and assist multi-pronged action on state 
government levels and the Union Ministries to ensure the production 
and distribution of essential commodities and to combat inflation ^^ \^ 
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One of the primary objectives of Government Policy during the 
fifth plan was not only to increase the production of essential consumer 
goods, but also to make them available to people at reasonable prices. 
The strategy adopted for this purpose was two-fold viz; expansion and 
streamlining of the public distribution of consumer articles ^ " l 
To broaden the financial base of consumer cooperatives, the Central 
Government provided during 1975-76, special assistance of 
Rs. 4.55 crores to the State Governments for contributing to the share 
capital of Consumer Cooperatives ^^^\ 
THE COOPERATIVE MOVEMENT DURING THE SIXTH PLAN 
(1980-85) 
The important programmes undertaken for the development of 
Cooperative Movement during sixth plan were the following: - **®' 
•:* Promotion of Voluntary Scheme & Social Action Programme; 
• Promotion and strengthening of male / female Division; 
*;• Pilot projects of public cooperation implemented by state 
governments; and 
• Grants given for research studies in the field of rural 
development. 
During this planning period, a major development in the field of 
Cooperative credit takes place i.e.; setting up of National Bank For Rural 
And Agriculture Development in the year July, 1982, which has now 
emerged as an apex national institution accredited with all matters 
concerning policy, planning and operations in the field of credit for 
agriculture and other economic activities in the rural areas. 
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The total central plan outlay for various schemes for the sixth 
plan period was Rs. 330.15 crores. The outlay in the state and Union 
Territory sector was Rs. 584.08 crore. Thus total public sector outlay on 
various scheme of cooperation was Rs. 914.23 crores *^^\ 
Besides special programme of rural development, other 
programmes like cooperative credit^  marketing, processing and storage, 
consumer cooperatives, cooperative training and education etc. are 
directly concerned with the cooperative sector. The public sector outlay 
on cooperation during the sixth plan was as follows; ^^°^ 
Rs In Crores 
Cooperative credit 85.00 
Cooperative marketing 178.50 
Consumer cooperative 10.50 
In the year 1982, a new 20 point programme was announced, out 
of which 14 programmes were directly concerned with the cooperatives. 
Besides, special programmes of rural development, community 
development and cooperation in states, Union Territories were also 
encouraged. 
During the plan the agriculture was expected to grow at an 
annual compound rate of about 5% which needs substantial credit farm 
inputs and marketing and storage support within this overall growth 
rate. This plan had laid great emphasis on the development of 
professional manpower and appropriate cadres to man the managerial 
posts, and for this purpose, recommend intensification of cooperative 
education and training programmes and their increased linkages to the 
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growing and diversified needs of the various sectors of the Cooperative 
Movement ^^^\ 
In short, the progress made under the various cooperative during 
the sixth plan period presents a mixed picture. The most serious lacuna 
has been the continued existence of high levels of over dues in a large 
number of states which has eroded the overall viability of primary 
cooperatives and has also adversely affected other fields of activity like 
marketing of agricultural produce, supply of agricultural inputs and 
distribution of goods. ^^ '^ 
THE COOPERATIVE MOVEMENT DURING THE SEVENTH 
PLAN (1985-90) 
The seventh plan attached great hopes to cooperatives. It 
expects the primary agricultural credit societies to serve as 
multipurpose viable units rather then mere credit agencies. It aims at 
implementation of special programmes for under-developed states and 
serves the weaker sections through the cooperatives. The seventh plan 
also aims to strengthen the Consumer's Movement to play an important 
role in the Public Distribution System. 
The major thrust during the plan was to ensure adequate flow of 
credit to the weaker sections of the population and to the less 
developed areas. During this plan, disbursement of agricultural credit 
through cooperatives, commercial and regional rural banks Increased 
from Rs. 5810 crores in 1984-85 to Rs. 12570 crores by 1989-90. The 
expansion In short term, medium and long term loans through 
cooperatives, picked up only in the fourth year of the seventh plan. The 
debt relief scheme, announced in 1990-91 affected the recovery climate 
resulting in a lower volume of credit flow. Several measures were also 
initiated by National Bank for Agriculture and Rural Development to 
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increase the credit flow. Separate lines of credit for oilseed grower were 
opened ^^\ 
For improving the recovery climate and reduction of over dues, 
greater stress had been laid on the supervision over utilization of the 
loans provision of extensive services. However, the main emphasis was 
on the use of capabilities of cooperatives in the achievements of targets 
in the field of credit marketing, processing, storage and consumer 
cooperatives as this could not have been done by any other agency. As 
cooperative education, training and management were vital for 
achieving targets in the above segments of cooperative sector; 
therefore, programmes related to them were intensified. Development 
and strengthening of cooperative sector was not the aim nor the plan 
made any commitment, as it did earlier about utility and desirability of 
the cooperative sector and its role in Indian economy. *^ *^  
The targets and achievements during fifth, sixth and seventh Plan 
are given in Table 2.5. 
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THE COOPERATIVE MOVEMENT DURING THE EIGHTH 
PLAN (1992 -97) 
The eighth five year plan was launched immediately after the 
initiation of structural adjustment policies and macro stabilization 
policies, inflation during 1990-91. The various structural adjustment 
policies were introduced gradually so that the economy could be pushed 
to a higher growth path and improve its strength and thus prevent 
Balance of Payments and inflation crisis in future. The plan took note 
some of these policy changes, which were to come about due to these 
reforms: *^ '^ 
i. Open door market economy in which imports and exports are 
liberalized facilitating free trade of goods and services. 
ii. Privatization of public sector enterprises on a selective basis and 
removing all entry restrictions so that multinationals can also set 
up their industries in India to bring in new technologies and to 
increase competitiveness. 
iii. New banking policy in which interest rates would be determined 
by market forces and withdrawing restrictions on lending to 
priority sector except in the case of small and marginal farmers. 
iv. Withdrawal of government patronage in the form of controlling 
subsidies, concessions and grant-in-aids with a view to encourage 
Indian industry to become seif-reiiant and professionally 
managed. 
During this plan A Model Cooperatives Societies Act has 
been drafted by the Planning Commission in the background of 
prevailing situation of the Cooperative Movement in the country, 
existing nature of cooperative laws at the Centre and in the 
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states governing cooperatives, present demands of the 
cooperative community to amend the laws and assurance, 
promises and commitments of the present and previous 
governments to change the laws. Salient features of the Made/ 
Cooperative Societies Act ?iXQ, as follows: - ^ ^^ * 
i. State policy on cooperatives and the principles of 
cooperatives have been stated in the beginning of the Act 
as guide to the remaining provisions of the Model Act to 
facilitate the government to confirm to the basic ideology 
of cooperation. 
ii. Procedure for registration of a new cooperative is simplified 
and all artificial restrictions by way of area of operation, 
economic viability etc. are removed. 
iii. The Model Act gives no rule making power to the 
government. The law itself lays down the broad parameters 
necessarily to be observed by cooperatives and leaves all 
other matters relating to constitution, management and 
business of the society to be conducted in accordance with 
its byelaws. 
iv. The Model Act gives no power to the Registrar or the 
Government to order for any of the following in a 
cooperative: 
a) Suppression of the Board Of Director 
b) Compulsory amalgamation or division of societies 
c) Compulsory amendment of the byelaws 
d) Veto/ rescind/ annual the resolution 
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e) Issue directives 
V. Cooperative Federations/ Unions are to assure greater 
responsibility towards the member cooperatives. 
vi. The Model Act prohibits cooperative from accepting funds 
from the Governance by way of equity and to ensure the 
character of cooperative as a member user organization, 
special obligations have been imposed on members. 
vii. The role of the Registrars under the Model Act has been 
confined to the registration and liquidation of cooperatives, 
conduct confined to the registration and liquidation of 
cooperatives, conduct confined to the registration and 
liquidation of cooperatives, conduce of inquir/ and In case 
of default to conduct elections, audit and to convene 
meeting of general body. 
During the year 1992, Dr. V. Kurien suggested another Act over 
the Model Act and recommend a Mu/t/State Cooperat/vesActto provide 
for registration of /^u/t/ State Cooperat/ve Companies under the 
Compan/es Act 1956 in order to enable the larger, producer-owned 
cooperatives whose objects extend beyond the boundaries of a single 
state, to operate and compete on the same basis as comparable 
investor-owned corporations partnerships and private limited 
companies. *"* 
There are also provisions for memorandum of association, 
byelaws, amendment of memorandum and byelaws, option of multi 
state cooperative societies to become multi state cooperative 
companies, constitution of Board of Directors, powers and functions of 
the Board of Directors, powers and the General Body, functions of the 
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Chairperson/ Chief Executive, conduct of the Board meetings and 
quorum. General Body meetings etc ^^^\ 
The Model Act prohibits officers of the government to work in a 
cooperative and provides for the constitutions of Cooperative Tribunal 
for settlement of disputes including appeals on matters relating to 
constitution. For this, various states of the country followed the Model 
Act by partial amendments of their respective Cooperative Societies Act 
to enact Parallel Acts. This Parallel Acts has provided facility to organize 
new generation cooperative societies ^^^K 
One of the major issues concerning the cooperative sector during 
this plan was the professionalization of management which is essential 
for overall cooperative development vis-a-vis other sectors. For 
achieving this it was considered necessary to convince the state 
governments of the need for granting functional autonomy of 
cooperatives. 
The growth and development of the Cooperative Movement 
during this plan has by and large been satisfactory. The performance of 
Cooperative Movement during this period of five year plan has been 
shown in Table 2.6. 
THE COOPERATIVE MOVEMENT DURING THE NINTH PLAN 
(1997-2002) 
The ninth Five Year Plan was launched In 1997. It has made 
some references of the cooperatives and recognized their role in the 
agricultural development and allied activities. Perhaps the government 
has not seriously studied the implications of its policy regarding 
cooperative sector which is as important as public and private 
sector ^ ^°\ 
w 
TABLE 2.6: PROGRESS OF COOPERATIVE MOVEMENT DURING 
THE EIGHTH FIVE-YEAR PLAN FROM 1992 TO 1997 
ACTIVITIES 
Disbursement of Short Term loan 
Disbursement of Medium Term loan 
Disbursement of Long Term loan 
Agricultural produce marketed 
Retail sale of urban consumer's 
Retail sale of rural consumer's 
Inputs distributed by cooperative societies 
through retail outlets (like; fertilizers, 
seeds, pesticides, etc;) 
AMOUNT (Rs In CRORE) 
13098.50 
1257.30 
3963.55 
9211.32 
5867,00 
6822.00 
4989.77 
SOURCE: - Cooperative Movement In India - A Statistical 
Profile, 1998, Depart:ment Of Agricultural & 
Cooperation, Ministry Of Agriculture, Government Of 
India, New Delhi. 
The ninth plan accorded priority to agriculture and rural 
development with a view to generating adequate productive 
employment and eradication of poverty; accelerating the growth rate of 
the economy with stable prices; ensuring food and nutritional security 
for all, particularly the vulnerable sections of society; providing the 
basic minimum services of safe drinking water; primary health care 
facilities, universal primary education; shelter; and connectivity to all in 
a time bound manner; containing the growth rate of population 
ensuring environmental susta inability of the development process 
through social mobilization and participation of people at ail levels, 
empowerment of woman and socially disadvantaged groups such as 
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schedule caste, schedule tribe and other backward casts and minorities 
as agents of socio-economic change and development; promoting and 
developing peoples participatory bodies like cooperatives and self-help 
groups; and strengthening efforts to build self-reliance. While in the 
case of ninth plan the Cooperative has not determined any target to be 
achieved by this sector in its various segments. It gave only sketchy 
account of credit, marketing fertilizers, fisheries etc. and did assign any 
specific role in the economy of the country. ^ ^^ * 
During this period of planning there were 0,411 million 
cooperatives in India having a membership of 198 million. The share 
capital and working capital of these cooperatives during this period 
were targeted as Rs 93502 million and Rs 1313844 million 
respectively. ^ ^^ ^ 
As far as the cooperative federation is concerned, there were 21 
National cooperative federations, 284 State level cooperative 
federations and 2331 District cooperative federations. 
The overall growth of Cooperative Movement from the year 
1965-66 to 1999-2000 and agricultural credit disbursement by 
cooperatives from the year 1990-91 to 1999-2000 have been illustrated 
in the Figures 2.1 and 2.2 respectively. 
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CONCLUSION 
The problem of rural credit and indebtedness in rural India has 
been as old as civilization. Even till the end of nineteenth century, the 
money lenders and traders exploited the peasantry in India and the 
rural debt was at a gallop. The condition of the agriculturists was 
therefore really deplorable. Because of heavy assessment and the 
uncertainty of tenancy rights, peasants were left with a very small 
margin of net returns even during normal years. The money lenders 
and traders were the only major source of credit. Institutional sources 
were either completely absent or not very significant. So in this regard 
the government felt that the farmer could be helped through some kind 
of cooperative effort and for this various steps had been taken from 
time to time by the government, and finally the Cooperative Movement 
gradually crystallized in 1904, and the Cooperative Societies Act was 
enacted. 
The government of India appointed a committee under 
Sir Edward Law whose recommendations formed the basis of the 
Cooperative Credit Societies Act^ 1904. Originally this Act intended to 
solve the rural problems and aimed primarily at providing agricultural 
credit and to make the Movement mainly a Credit Movement. 
Non-credit types of cooperative activity could not be organized nor 
could cooperative finance be made available for their purpose, which 
was a weak point of this Act. Another defect of this Act was that, there 
was no provision for the formation of federations or central societies for 
supervision and control of the individual credit societies. So for this the 
need of another Act was found necessary and the new Act was passed 
in 1912. 
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The defects and shortcomings of the previous Act of 1904 were 
remedied in the Cooperative Societies Act of 1912 m^ an objective to 
facilitate the formation of cooperative Societies for the promotion of 
thrift and self help amongst agriculturalists, artisans and poor section of 
the society. The immediate object of the new Act was to infuse fresh 
energy into the Movement. There was an increase in the number of 
society's membership and working capital which raised the confidence 
of the public on cooperatives year after year. 
During the enactment of this Act i.e. in 1911-12, there were 8177 
societies having 403.52 thousand members and a working capital of 
Rs 335.74 lakh. This figure increased to 25192 societies having a 
membership of 10.9 lakh and working capital worth Rs. 760.09 lakh by 
the end of 1917-18. 
In order to take stock of the position of the cooperative societies 
Act of 1912, the Government of India, appointed a committee under the 
chairmanship of Sir. Edwardi^adagan in 1914, which suggest measures 
for the improvement of the financial position of the cooperative 
societies. The committee made various recommendations and warned 
against the hasty registration of societies and laid down certain 
standards regarding their structure, financial management, 
maintenance of liquidity, inspection and audit etc. It is indeed a matter 
of profound regret that many of the valuable suggestions made by this 
Committee remained on paper only. 
After this, the Government of India passed various Acts from time 
to time for the future development of the Cooperative Movement e.g. 
the Cooperative Act, 1919 which made the cooperation a state subject, 
the Reserve Banic of India Act 1934 and the Muiti Unit Cooperative 
Societies Act 1942. 
46 
The period from 1904-1947 was nurtured by the British 
Government to ameliorate the condition of the poor and uneducated 
farmers. During the Second World War (1939-45), Salary Earners 
cooperative societies were organized by employees of organizations, 
and just after the end of Second World War in the year 1945, the 
Government of India appointed a committee under the chairmanship of 
R.G. Saraiya, to draw up a plan for Cooperative development. The 
central recommendation of the committee was that the supply of credit 
was only one aspect of life of the agriculturalists, the activities of the 
primary village credit societies should be so diversified as to cover the 
whole of his life and that the societies should be revitalized so as to 
serve as centers for the general uplift of the members. 
With the advent of Independence in 1947, development of all 
cooperative activities was given attention because the period before 
independence was not much successful for the Cooperative Movement. 
In order to make best use of its resources, the country decided to build 
up its economic base in a planned way. For this, a series of five year 
plans were launched with an objective to build up through democratic 
means and to give cooperation a place of pride, which was a balancing 
factor between the two main sectors, public and private. 
Recognizing the cooperative form of organization as an 
indispensable instrument of planned economic preference for the 
cooperative organizations for the economic activities of the people, 
especially in regard to agriculture, marketing, cottage and processing 
industries and internal trade, which formed the most important part of 
the development scheme included in the plan. 
The most important landmark in the history of Cooperative 
Movement in India after independence was the publication of the report 
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of AH India Rural Credit Survey Committee in 1954 which revealed that 
cooperative credit societies, in spite of their existence for over 50 years, 
accounted for only 3.1% of the total credit needs of the cultivators. 
Government contributed another 3.3%. Professional moneylenders 
were responsible for 44.8%, agricultural moneylenders for 24.9%, 
traders and commercial agents for 5.5% and commercial banks for 
0.9% of the total borrowings. 
The survey Committee strongly favored not only state guidance 
and aid, but also partnership in cooperative institutions at all levels by 
subscribing for the share of the society. The committee recommended 
that the rural credit must be directed mainly towards improved 
productivity. It must meet the long, medium as well as short-term credit 
needs. It must be available for all purposes at a moderate rate of 
interest. 
The industrial policy resolution of 1956 affirmed that the Principle 
of Cooperation should be applied wherever possible and a steadily 
increasing proportion of the activities of the private sector had 
developed along Cooperative lines. In pursuance of this policy, the 
second five year plan laid down objectives to be achieved important 
activities of the Cooperative Movement by 1960-61. 
In the cooperative field, the targets of the second five year plan 
were no doubt spectacular, but the special attention was being paid to 
strengthen the Movement at its base. In 1957, Sir i^aicom Dariing, an 
authority on the subject, who had made an earlier report on setting up 
the Rural Credit Department, came to India under the Colombo plan 
and reported of recent developments in the field of Cooperatives with 
reference to programmes in the second five year plan and made 
recommendation for strengthening the organization of cooperative 
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departments in the states, the training programmes for cooperatives 
personnel, and organization of the Cooperative Movement at and below 
the district level. 
Another landmark during this plan was the National Development 
Councils resolution on simplification of cooperative law, which was 
brought to the forefront in the year 1958. It made very important 
recommendations in the area of cooperative legislation to protect the 
small men from exploitation. The cooperatives were identified as a 
suitable instrument of promoting social justice, and utmost emphasis 
also lay on the programmes of cooperative education. 
The third five year plan considers cooperation as a vital factor for 
social stability and economic growth and visualizes wider dimensions for 
it in the country. During this plan, an important place was given to 
cooperation as a major from of organization in many branches of 
economic activity, especially in the agriculture, small industry, 
marketing and processing and distribution and supplies. 
During the first three plans the Cooperative Movement did make 
considerable headway. The fourth five year plan, however, laid 
particular emphasis on Growth & Stability. This plan was much 
influenced by the recommendations of All India Rural Credit Review 
Committee (1969X which recommended reorganization of rural credit in 
the Reserve Bank, Setting up of a Small Farmers Development Agency, 
creation of rural electrification corporation, adoption of various 
measures for timely and adequate flow of credit. 
The development of Cooperative Movement was attracting the 
politicians and by the end of this plan the entry of politics and 
Politicians was quite visible. In fact before launching the fifth Five Year 
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Plan a tug of war had started between politicians and officials, and the 
Movement marched ahead with all symptoms of chronic aliment. 
The keynote of the Cooperative Movement during the fifth five 
year plan was grovrth with Social Justice, with an aim to ensure stable 
and fair prices for the necessities of life through building up a strong 
consumer Cooperative Movement. 
In the light of the problems faced during the fifth plan, the sixth 
five year plan set up a Committee to Review Arrangements for 
Institutional Credit for Agriculturai and Rural Deveiopment\v\ the year 
1981 and made various recommendations for primary agricultural credit 
societies and large size agricultural multi purpose societies. 
The major development in the field of cooperative credit took 
place in the year 1982 with the setting up of National Bank for 
Agriculture and Rural Development, which has now emerged as an apex 
national institution in the field of credit for agriculture and other 
economic activities in the rural areas. 
During this plan, Multi State Cooperatives Societies Act was 
enacting in the year 1984, which brings all societies under the purview 
of one Central Act. This act does not contain any provision for 
compulsory amendment of byelaws or for compulsory amalgamation or 
division of multi state societies. 
Till sixth five year plan, there used to be a specific chapter 
defining the policy perspective for cooperative development in every 
plan document. However, since the seventh five year plan, a specific 
chapter on cooperation does not find place in the Plan document. The 
Indian Cooperative Congress drew the attention of the then 
government to this important policy deviation regarding cooperatives 
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and unanimously requested the Government of India to recognize 
"Cooperation" as a specific sector of Indian economy as it has been 
done in case of private and public sectors. The seventh plan sought to 
emphasize policies and programme which accelerate the growth of 
Cooperative Movement. This plan got a great success but due to 
political upheavals at the centre, the eighth plan was postponed by two 
years and was introduced in the year 1992-97, 
The eighth five year plan was launched after a worsening Balance 
of Payment position and inflation during 1990-91. The plan undertook 
various drastic policy measures to combat the bad economic situation. 
During this period, the Model Cooperative Societies Act has been 
drafted by the Planning Commission in the background of Prevailing 
situation of the Cooperative Movement in the country, existing nature of 
cooperative laws at the center and in the states governing cooperatives, 
present demands of the cooperative community to amend the laws and 
assurance, promises and commitments of the present and previous 
governments to change the laws. 
Under this Act, procedure for Registration of a new cooperative is 
simplified and all artificial restrictions by way of area of operation, 
economic viability, etc, are removed and the Act gives no rule making 
power to the government and itself lays down the broad parameters 
necessarily to be observed by cooperatives and leaves all other matters 
relating to constitution, management and business of the society to be 
conducted in accordance with its bye-laws. 
The role of the Registrar under the Model Act has been confined 
to the registration and liquidation of cooperatives, conduct of inquiry 
and in case of default to conduct elections, audit and to convene 
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meeting of general body. The Model Act prohibits cooperatives from 
accepting funds from the Government by way of equity. 
In 1992, Dr. V. Kurien recommended a Multi State Cooperative 
Societies Act to provide for registration of f^uiti State Cooperative 
Companies w(\(^Qx the Companies Act 1956. 
Though the government has already accepted the 
recommendations of Committee on Model Cooperative Law, neither the 
State Act nor the Multi State Cooperative Societies Act has been 
amended exactly on the lines of the Model Cooperative Law. The 
cooperators throughout the country were, therefore, deeply concerned 
over the slow and tardy progress of implementation of Model 
Cooperative Law. On the basis of Model Act, with certain modifications 
various states had gone for a new ParallelAct\x\s\SLd^^ of amendment in 
the existing Act. This Parallel Act was first introduced by the Andhra 
Pradesh followed by other states like Bihar, MP, 3.K, Orissa, Karnataka 
and Kerala. Few other states have also initiated process to enact 
Parallel Acts. 
The introduction of market economy from 1991 has changed the 
entire strategy and concept of our economic development. With this 
background the cooperatives had entered into the new era of free 
economy with the introduction of ninth plan (1992-97) which accorded 
priority to agriculture and rural development. From the early days of 
planning, cooperatives have been perceived as the most Important form 
of people's institution for promotion of equity, social justice and 
economic development, but presently the Cooperative Movement is at 
cross-roads and has been passing through a critical phase. 
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Despite differences in socio-cultural environments, political 
orientation the cooperative organization should encourage for gradual 
social and economic change, particularly in rural areas. 
The most crucial challenge before cooperatives in the present 
situation as well as in the future is of survival as a potent agents of 
socio economic change. Having wide membership base, democratic 
management, widespread acceptability as instruments of social and 
economic change, the Indian Cooperative Movement is facing major 
threat from growing alienation among member, lack of efficiency in 
their operations, anti-technology culture, anti capital accumulation 
emphasis in their working etc. 
Besides, closer state involvement leading to insentivlty, 
non-viable operations, security-seeking orientation among cooperative 
managers, lack of structural support and misconceived perception of 
the principle of democratic control, excessive politicization, unhealthy 
cooperative employee relationship etc are the other factors due to 
which the cooperatives are lagging behind In the present competitive 
environment. 
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Marketing is the system by which a group of market gardeners 
join to carry on some or all the processes involved in bringing 
goods from the producer to the consumer"^^"^. 
Cooperative marketing has been defined as per Reserve Banl< Of 
India that, " A marketing society is a cooperative association of 
cultivators formed primarily for the purpose of helping the 
members to market their produce more profitably than is 
possible through private trade'"^^"^. 
In the words of Dantwala Committee on cooperative 
marketing: - " The main object for which growers organize a 
cooperative marketing society is to enable them to market 
their produce to their best advantage and for this purpose to 
streamline the whole process of movement of goods to the 
consuming markets^"^^^. 
The importance of cooperative marketing was stated as early as 
1928 by the Royaf Commission on Agriculture ^ % under: -
"Group marketing must be more efficient than marketing 
by individuals, especially in conditions such as those which 
exist in India where the individual producer is such a small 
unit The ideal to be aimed at is, therefore, cooperative sale 
societies which will educate the cultivator in the cultivation in 
the production and preparation for market of his produce and 
will provide sufficient volume of produce to make efficient 
grading possible and will bring the Indian Producer into direct 
touch with the export market and with the large consumer's in 
India'^^^K 
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So in this regard the broader aim of cooperative marketing 
societies is to rationalize the whole marketing system so that it may be 
beneficial to the producer, by strengthening the bargaining capacity of 
the cultivator so as to secure him better price, to eliminate the 
superfluous middlemen, to provide him the needed finance, to persuade 
him to grow better quality of products and to stabilize prices by an 
orderly and judicious supply of commodities to the market. 
TYPES OF COOPERATIVE MARKETING SOCIETIES 
On the basis of the commodities dealt in by them, the cooperative 
marketing societies may be grouped into the following types: -
Single Commodity Cooperative Marketing Society: - This type of 
cooperative marketing society deals in only one particular agricultural 
commodity and gets sufficient business from the producer producing 
that particular commodity. For e.g. cotton cooperative marketing 
society and sugarcane cooperative marketing society. 
Multi Commodity Cooperative Marketing Society: - This type of 
cooperative marketing society deals with the large number of 
agricultural commodities produced by the member. For e.g. food grains, 
fruits & vegetables, cereals and pulses etc. 
Multipurpose, Multi commodity Cooperative Marketing 
Society:- Besides marketing a large number of agricultural 
commodities, this type of cooperative marketing society performs some 
other functions also, like; providing credit and agricultural inputs to 
members, etc. 
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MEMBERSHIP OF THE COOPERATIVE MARKETING 
SOCIETY 
The members of cooperative mari^ eting societies are basically of 
two types: -
Nominal Members: - under this category those traders who establish 
business activities with the society, are enrolled as a members. But here 
they have neither share in profits nor the right to participate in 
decision-making process. 
Ordinary Members: - Under this category, the cooperative farming 
societies, service societies as well as individual farmers are enrolled as 
members. The members of this type of society have share in the profits 
and have the right to participate in decision-making process. 
HISTORICAL GROWTH OF COOPERATIVE MARKETING IN 
INDIA 
The beginning of the cooperative marketing societies was made 
at Hubli in Bombay in the year 1915, and at Gadag, also in Bombay in 
the year 1917, in order to encourage the cultivation of the improved 
cotton introduced by the agricultural department and to sell it 
collectively. 
Actually the development of cooperative marketing in India 
commenced in 1935, with the constitution of the Directorate of 
Marketing and Inspection at the center and its counterparts in the 
states on the recommendations of the Royal Commission for 
Agriculture. In 1945, the Cooperative Planning Committee also 
recommended that within ten years, 25% of the total annual 
marketable surplus of agricultural produce should be sold through 
cooperative organizations and for this purpose, a marketing society 
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should be organized at each of the 2000 markets in the country ^^^\ 
But the progress has not been encouraging as it's evident from the All 
India Rural Credit Survey Committee report. The report mentions that 
out of 75 districts selected for survey, only 12 reported any sales 
through cooperatives exceeding 1% of the total sales through all 
agencies. It is disheartening to know that only a few fairly successful 
cooperative marketing societies exist in India ^ ^^\ 
Recognizing the cooperative form of organization as an 
indispensable instrument of planned economic action in a democracy 
the first five year plan clearly expressed preference for the cooperative 
organization of the economic activities of the people, especially in 
regard to agricultural marketing which formed the most important part 
of the developed scheme included in the plan. Despite this, the planners 
neglected the cooperative marketing Societies during the first plan as 
no specific targets in this regard were laid down by them. As a matter 
of fact the marketing cooperatives have been assigned importance on 
the basis of the recommendations of the All India Rural Credit Survey 
Committee report, which was accepted during the second five year 
Plan. In the State Ministers Conference held in 1955, it was 
recommended that within next 15 years, 50% of the total agricultural 
business credit marketing & processing should be on cooperative lines, 
which linked the credit with cooperative marketing of agricultural 
produce. The progress of cooperative marketing institutions during the 
first five year plan is mentioned in Table 3.1. 
The perusal of the Table 3.1 states progress for various societies 
during this plan. At the beginning of the plan i.e. in 1951-52, the 
number of state marketing societies, marketing federations and primary 
marketing societies which was 7, 1996 and 8264 respectively, rose to 
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19, 2354 and 9778 in the year 1955-56, while the membership of these 
societies increased from 2.6, 15.13 8.45 thousand in 1951-52 to 4, 
1803, 10.14 thousand respectively in the year 1955-56. 
The second five year plan accordingly envisaged that about 1800 
primary marketing societies, 29 processing societies, 23 apex marketing 
societies & 1500 godowns for primary marketing society should be 
organized at various markets ^^^\ It was also envisaged that in each 
state, an apex marketing society should be set up to facilitate the 
working of primary marketing societies. During this planning period, on 
the recommendation of All India Rural Credit Survey Committee and 
Reserve Bank of India, special attention is given to make internal 
programme for developing cooperative marketing. Because, till the 
beginning of this plan, no effort has made to develop the structure of 
marketing cooperatives. 
A National Level Federation known as National Agricultural 
Cooperative Marketing Federation was also set up during this period to 
promote inter-state trade and to coordinate the activities of the state 
marketing societies and also to provide market intelligence to farmers 
so as to keep them informed of the latest market situation. 
By the end of the second plan, 24 state marketing societies, 171 
central marketing societies and 3,108 primary marketing societies were 
working in the country. The cooperatives handled agricultural produce 
worth Rs. 174 crore at the end of the Plan. 
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During the third planning period, an important place was given to 
cooperatives as a major form of organization in many branches of 
economic activity, especially I the field of marketing and processing. 
The main scheme of cooperative development in the plan is to build up 
an efficient structure for the cooperative marketing and Processing in 
conjunction with cooperative credit. During the third five year plan it is 
proposed to start 600 more primary marketing societies in order to 
cover 2500 markets of the country, *^ ^^  By the end of this Plan, 452 
additional primary societies were organized and state partnered, thus 
bringing the total number of state partnered societies to 2321. 
At the end of the Third five year plan the number of primary 
marketing societies increased to 3221, having the total membership of 
21.42 lacks. During 1965-66, the last year of the third five year plan, 
the total agricultural produce marketed by cooperatives valued at 
Rs. 360 crore as against Rs. 178.65 crore in 1961-62, the first year of 
the Third Plan t " \ 
The essential feature of the cooperative marketing during the 
Fourth Plan was to strengthen the existing marketing societies at the 
primary level. Efforts were also envisaged to be taken to introduce 
grading and pooling and other improved techniques in as many 
cooperatives as possible, but the cooperative marketing did not make 
significant progress in the early years of the fourth plan. 
At the end of the fourth plan the cooperative marketing structure 
consisted of about 173 central marketing societies, 3278 primary 
marketing cooperative societies, and 6 commodity marketing 
federations for fruits & vegetables, sugarcane etc, 20 state cooperative 
marketing federations and one National Agricultural Cooperative 
Marketing Federation. 
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In the year, 1973-74, the last year of the fourth plan, the total 
membership of all primary marketing cooperative societies was 30.77 
lacks, and the total agricultural produce marketed by cooperatives at all 
levels during this year was of the order of Rs. 1,109.61 crore as against 
the target of Rs. 900 crore. The total value of agricultural produce 
marketed by cooperatives in 1969-70, the first year of the plan was 
Rs. 600 crore, which rose to Rs. 1109.61 crore in the year 1973-74, the 
last year of the fourth Plan ^"'. 
During the fifth five year plan, the main emphasis in the sphere 
of agricultural cooperative marketing was on the consolidation and 
strengthening of existing societies. Additionally, societies were 
organized only in the cases where new secondary markets came up. It 
was estimated to organize 100 new marketing primaries during the fifth 
plan period. During the mid of this plan i.e. in 1976-77, there were 
3370 cooperative societies. 
During the first year of the plan, marketing cooperatives handled 
agricultural produce worth Rs. 1,214.91 crore against the fixed target of 
Rs. 1,217.95 crore. This small gap was only due to drought conditions 
that prevailed in most of the parts of the country. 
It was the fifth plan under which a new central sector scheme for 
development of cooperative marketing, processing, storage and 
supplies in cooperatively under developed states, operated, through 
National Cooperative Development Corporation. 
The public sector outlay in cooperative marketing during sixth 
plan was Rs. 178.50 crore and the anticipated achievement for 
agricultural produce marketed through cooperatives in the year 
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1979-80 was Rs, 1750 crore, while the target for 1984-85 was 
Rs. 2500 crore. 
During the sixth five year plan, the development of agricultural 
cooperative marketing however, had been very uneven among different 
states. So in this regard the seventh five year plan aimed at 
strengthening the primary marketing cooperative societies and making 
their activity broad based. During this plan it was proposed to forge 
effective links between the marketing cooperatives and public sector 
corporations such as Food Corporation Of India, Cotton Corporation of 
India, & Jute Corporation of India. Close coordination was also effected 
among the marketing cooperatives, consumer cooperatives, civil 
supplies corporations and the public distribution system. 
Considering their predominant role in the disbursement of 
production credit, the infrastructural facilities available to them and the 
coverage of remote areas, there was need for increasing the share of 
cooperatives in the overall distribution of fertilizers and other inputs in 
the country and developing them as complete input distribution center. 
The non-availability of adequate credit at reasonable rates and 
margin has been a serious constraint in the expansion of cooperative 
marketing activities including input distribution. To expand the role of 
cooperatives in the distribution of inputs, it was envisaged that the 
Reserve Bank Of India would provide re-finance facilities to the State 
Cooperative Banks in respect of distribution of credit provided by them 
to primary agricultural credit societies for undert:aking cash sales of 
fertilizers, seeds, pesticides and agricultural implements. Like-wise the 
credit policy of the Reserve Bank Of India was also to be suitably 
re-oriented to help the cooperatives in developing their business in the 
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marketing of agricultural commodities not covered by the price-support 
operations. 
During the eighth five year plan, all the recognized viable primary 
agricultural credit societies were to establish farmer service centers with 
a view to undertaking the distribution of the entire range of agricultural 
inputs including chemical fertilizers, improved and hybrid varieties of 
seeds, pesticides and agricultural implements. 
The main approach of the new economic environment during this 
plan was Liberalization or Deregulation, Privatization and Marketization. 
Marketization implies, by and large, no Government intervention and 
interference in the market by way of regulating market situation, 
enforcing administered prices, quotas etc. and thus leaving the market 
forces to have free play of demand and supply. 
During the ninth five year plan, various efforts have been taken 
for the betterment of the cooperative marketing. Thrust area of the 
Ninth Five Year Plan regarding cooperative marketing was as follows: 
1. Various concessions being provided in the field of cooperative 
marketing viz; -
•:• Contribution of share capital; 
• Business support in terms of procurement of specific 
commodities; 
• Different price support operation; 
• Canalization of exports of agricultural commodities; 
• Exemption from the imposition of income tax should continue 
during the ninth plan. 
rs 
2. Emphasis has been laid on the reduction of overhead expenses as 
also transaction cost and cost management. 
3. Diversification of marketing cooperatives into the field of agro 
processing. 
4. Evolving farmer's information mechanism. 
5. Smooth marketing of agricultural produce. 
6. Emphasis would continue to be on the availability and 
development of infrastructural facilities at the producer's level, 
market yard level and the export point. 
7. Lack of adequate finances would also be tackled. 
8. Lack of standard quality of agricultural commodities. Viability of 
cooperative marketing societies of high quality standards of 
commodities to be marketed by cooperatives during the ninth 
plan. 
9. Emphasis would continue on developing cohesive functional 
relationship between marketing cooperatives, Agricultural 
Produce Marketing Committee and the Commodity Corporations 
during the ninth plan period. 
10. There is a need to continue the policy of canalizing the 
agricultural exports through National Agricultural Cooperative 
Marketing Federation. 
11. There is a need to evolve appropriate policy incentives for 
investment in technological up gradation for enhancing 
production of agro processed items. 
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12. Need to study the adequacy of the retail outlets of various 
agricultural inputs being marketed by the cooperatives. 
13. Maximum emphasis would continue to be on the extension of 
aspect which would also cover education and training needs of 
the employees working in these societies *^ ^^  
At the end of June, 1996, there were 29 state level state 
marketing federations and 157 central marketing societies having the 
total membership of 13,393 societies and 42,000 societies 
respectively **^ \ 
The growth and development of the cooperative marketing 
institutions over the past four decades has by and large been 
satisfactory. Cooperative marketing structure in India stands 
considerably diversified today. As the apex institution at the national 
level. National Agricultural Cooperative Marketing Federation occupies 
the pride of place in the cooperative marketing structure in our country. 
Tables 3.2 and 3.3, shows the number of cooperative marketing 
Societies in India, the agricultural produce marketed by the cooperative 
marketing institutions respectively, from 1960-61 to 1999-2000. While 
the growth of primary agricultural cooperative marketing societies, 
agricultural produce marketed by primary agricultural cooperative 
marketing societies (all marketing), and share capital and membership 
growth for primary agricultural cooperative marketing societies during 
the last decade have been shown graphically in the Figures 3.2, 3.3, 
and 3.4. 
TABLE 3.2: NUMBER OF COOPERATIVE M A R K E I J I ^ S O C I E T I I S ' 
IN INDIA FROM 1960-61 To 1999-2( 
YEAR 
1960-61 
1965-66 
1973-74 
1977-78 
1984-85 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
NUMBER 
3,130 
3,254 
3,728 
3,600 
5,692 
6,872 
5,926 
5,926 
5,926 
5,926 
5,926 
6,506 
8,801 
8,801 
8,801 
8,801 
Source: - Analytical study Of Marketing Cooperatives in India 
(1960-61 To 1990-91) and National Cooperative 
Development Corporation Annual Reports. 
7S 
TABLE 3.3: AGRICULTURAL PRODUCE MARKETED BY THE 
COOPERATIVE MARKETING INSTITUTIONS FROM 
1961 To 2000 (Value in Rs. Crore) 
YEAR 
1961 
1974 
1985 
1990 
1991 
1992 
1993 
1994 
1995 
1996 
1997 
1998 
1999 
2000 
AGRICULTURAL PRODUCE MARKETED 
171 
1,089 
3,032 
6,167 
5,929 
6,502.20 
6,835.26 
7377.56 
9,503.04 
11551.11 
8427,16 
12007.80 
NA 
NA 
Source: - Analytical study Of Marketing Cooperatives in India 
(1960-61 To 1990-91) and National Cooperative 
Development Corporation Annual Reports, 
NA - Not Available 
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STRUCTURE OF COOPERATIVE MARKETING 
The agricultural produce of the farmer in India passes through 
various stages before it reaches the ultimate consumer. With growing 
civilization and all round development, the producers in the field and 
consumers cannot afford to have direct contact with one another. 
Consequently intermediary agencies have come up between the 
producers and the ultimate consumers. Channel of marketing of 
agricultural produce in India is explained through Figure 3.5 given 
below: -
FIGURE 3.5: PROCESS OF MARKETING AGRICULTURAL 
PRODUCE t^ *^ 
Producer 
Market 
Primary Agent 
Village Trader 
Or Creditor 
Secondary Agent 
Village Consumer 
consumer 
Retailer 
i 
Consumer 
Wholesaler I 
Manufacturer Exporter 
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During this long process of marketing agricultural produce from 
producer to consumer, various malpractices come into existence in the 
system of agricultural marketing. In order to remove such malpractices 
the process of cooperative marketing system came into existence. 
The structure of cooperative marketing in India is pyramidical 
with National Agricultural Cooperative Marketing Federation at the 
national level, the state marketing federations at the state level and 
primary marketing societies at the market level. In a few states 
including Uttar Pradesh, intermediate organizations at the district level 
also exist. The following Figure 3.6 reveals the organizational structure 
of cooperative marketing in India: -
FIGURE 3.6: STRUCTURE OF COOPERATIVE MARKETING IN 
INDIA f"^  
NAFED 
1 
State Marketing Federations 
District Marketing Regional Marketing 
Cooperatives Federations 
Primary Marketing Primary Marketing 
Cooperatives Cooperatives 
Primary Village 
Cooperatives 
Cultivators .4— 
There has been a controversy whether there should be a two tier 
or three tier structures. In this connection, Dantwala Committee 
recommended that^  *^The future pattern of organization of 
S4 
marketing cooperatives should be a two tier structure^^ with the 
apex society at the state level, primary marketing cooperative 
society at the market level and branches of apex societies at 
the district level or regional level. Regarding the states, where 
a three-tier structure already exists, the arrangements need 
not be disturbed. But the district society should gradually 
divest itself of all functions which legitimately fall within the 
purview of primary marketing societies" ^^°\ 
The institutional structure of marketing in tlie cooperative sector 
is as under: -
1. Grower 
2. Multipurpose societies at village level 
3. Primary marketing societies at market level 
4. District cooperative marketing federation at district level 
5. Regional marketing federation at regional level 
6. State marketing federation at state level 
7. National Agricultural Cooperative Marketing Federation at 
national level 
All the above tiers are not found in every state. Actually, the 
structure of cooperative marketing in the country has three tiers, which 
are as under: - *^ *^ 
• Primary marketing societies at market / taluka level; 
• District or central marketing societies at the intermediate level; 
• Marketing Federation at state level; 
• Federation at state level 
The network of the cooperative marketing societies in the country 
thus comprises: -
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• Primary marketing society 
• District regional marketing societies 
• State level cooperative marketing federation 
• National Agricultural Cooperative Marketing Federation 
In addition there are seven state level tribal cooperative 
development corporations. 
PRIMARY COOPERATIVE MARKETING SOCIETIES (PCMS) 
These societies are generally situated at market level. Their main 
functions are: -
• To undertake the marketing of agricultural produce of member 
growers, in the capacity of primary trader. 
• To undertake the business on outright basis if financial condition 
is sound and if authorized to do so. 
<* To put up processing plant for agricultural produce. 
• To distribute agricultural production requisites and also consumer 
goods. 
• To act as an agent of the state marketing federation. National 
marketing federations, consumer cooperatives and public sector 
organizations. 
The primary cooperative marketing societies exist at the base of 
the cooperative marketing structure and are, by and large, located at 
the secondary markets of wholesale assembling centers. The success of 
these societies generally depends on the right localities of primary 
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marketing societies. The marketing societies should, as a general rule, 
be set up in villages from where the produce comes to markets. 
The membership of a primary marketing society is generally open 
to both agricultural credit societies and the individual cultivators in the 
concerned areas. Besides, members of agricultural credit societies are 
also entitied to the membership of a primary cooperative marketing 
Society, The committee on Cooperative Law observed that state 
governments, merchants and traders might also be its members but at 
the same time it suggested that merchants and traders should be 
admitted only as nominal members with no right to vote and no share 
in the dividend or bonus and with minimum say in the administration 
and management 
As on 30*June, 1997, there were 6,506 primary marketing 
societies. Out of the total number, 2,507 societies were state partnered 
and the total working capital of these societies was Rs, 539.90 crore 
and the total membership was 38.17 lakh ^"^ 
CENTRAL / DISTRICT MARKETING SOCIETIES 
Central or district marketing societies constitute the middle-tier in 
the cooperative marketing structure in India. District marketing societies 
exist in those states where three-tier structure of organization is found 
and in states where they do not exist; their functions are performed by 
the district branches of the state marketing federations. 
The main objectives for which the district or central marketing 
societies are organized may be identified as follows: -
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• To coordinate the functions of the primary marketing societies 
both in regard to marketing of agricultural produce and 
distribution of agricultural inputs and consumer goods; 
• To arrange for the sale of the produce to buyers outside the 
districts in which the primary marketing societies operate; and 
• To undertake processing, where necessary. 
However, in practice district marketing societies have been 
according high priority to the performance of business operations, more 
particularly to the distribution of agricultural inputs rather than acting as 
promotional and coordinating agency for the primary marketing 
societies. 
Table 3.4 indicates the growth of the General Purpose district 
cooperative marketing societies, since 1960-61 till 1999-2000. 
As on 30*June, 1994, the total membership of these societies 
consisted of 24.23 lakh individuals and 42,000 societies. The total 
turnover of these societies increased from Rs. 34.1 crore in 1960-61 to 
Rs. 690.03 Crore in 1994-95 f"'. 
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TABLE 3.4: NUMBER OF DISTRICT COOPERATIVE 
MARKETING SOCIEHES (General Purpose) 
FROM 1960-61 TO 1999-2000 
YEAR 
1960-61 
1965-66 
1973-74 
1977-78 
1984-85 
1989-90 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
NUMBER OF SOCIETIES 
146 
140 
147 
146 
141 
152 
157 
NA 
HA 
NA 
NA 
NA 
Source: - Analytical study Of Marketing Cooperatives In 
India, National Cooperative Union of India, New Delhi. 
NA - Not Available 
STATE MARKETING FEDERATIONS (MARKFED) 
The primary marketing cooperatives are the constituent member 
of the state marketing federations. The main functions of the state 
marketing federations are: -
<* To arrange disposal of members produce i.e. produce coming 
from the cooperative societies either in interstate or intrastate 
traders in the capacity of commission agents. 
• To arrange distribution of agricultural inputs to the Primary 
cooperatives for onward distribution to the growers. 
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• To act as agents of various public sector corporations, state 
governments, state cooperative federations, National Agricultural 
Cooperative Marketing Federation, and National Consumer 
Cooperative Federation for procurement of various agricultural 
produce in their account. 
•:• To render promotional services to the marketing societies, such 
as dissemination of market information, expert advice and 
guidance on marketing and processing problems. 
There are four distinct patterns in the structure of membership of 
these functions. In the case of Andhra Pradesh the membership is 
confined to district marketing societies and the state cooperative banks. 
In Gujarat, Kerala, Karnataka, Rajasthan and Uttar Pradesh the 
membership is open to primary marketing societies or central marketing 
societies and agricultural credit societies. In Maharashtra and Tamil 
Nadu, membership is open to other types of societies also including 
agricultural credit societies. In Assam, Bihar, Jammu & Kashmir, 
Madhya Pradesh, Orissa and West Bengal, individuals are also entided 
to the membership of marketing federations. 
The membership of the state cooperative marketing federations 
stepped up from 5,232 in 1960-61 to 49,969 in 1994-95 *^*\ However 
the value of agricultural commodities marketed by these federations 
during 1992-93, 1993-94 and 1994-95 has been worth 
Rs. 6,835.26 Crore, 7,377,56 Crore and 9,503.04 Crore respectively ^^^\ 
NATIONAL AGRICULTURAL COOPERATIVE MARKETING 
FEDERATION (NAFED) 
National Agricultural Cooperative Marketing Federation was set up 
on 2"'' October, 1958. It is owned and run by the farmers through 
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primary marketing cooperatives numbering 5,923 and 29 state 
cooperative marketing federations. The number of member societies for 
the last ten years is shown In Table 3.5. 
National Agricultural Cooperative Marketing Federation promotes 
cooperative marketing of agricultural produce for the benefit of farmers 
through its 04 regional offices and 34 branches located in state capitals 
and other important cities. 
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MANAGEMENT 
The management of National Agricultural Cooperative Marketing 
Federation vests in the Board of Directors, elected from among the 
representatives of the Government of India and one each of National 
Cooperative Union of India, National Consumer Cooperative Federation, 
National Cooperative Development Corporations, Indian Farmers 
Federation and State Bank of India are also on its board of directors. 
AIMS AND OBJECTIVES 
National Agricultural Cooperative Marketing Federation aims at 
promoting cooperative marketing for ensuring that: -
<• The farmer gets ready market and remunerative prices for his 
surplus produce and is motivated to increase output. 
• The price-spread betw/een the producer and the consumer is 
reduced, and 
•:* The internal and foreign marketing channels for agricultural, 
forest, tribal and allied produce are built up through trading 
cooperatives on a long-term basis. 
The main objectives of National Agricultural Cooperative 
Marketing Federation are: -
• To undertake or promote interstate import and export trade; 
• To organize and develop marketing, processing and storage of 
agricultural, horticultural and forest produce; 
• To distribute agricultural machinery, implements and other 
inputs; 
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• To act as warehouseman under the Warehousing Act and own 
constructs its own godown & cold storages; 
• To act as an agent of the public sector organization cooperative 
institutions for purchase, sale & storage and distribution of 
agricultural, horticultural and forest produce. 
At the regional level also, marketing societies have been 
established. The Regional / District marketing societies, wherever they 
exist have been mostly carrying out operations of overlapping nature 
and in competition with their affiliates. District federations are mainly 
engaged in distribution of production requisites and essential consumer 
articles. 
INTERNAL TRADE 
National Agricultural Cooperative Marketing Federation 
undertakes internal trade covering a wide range of items like food 
grains, pulses, spices, fruits & vegetables, eggs, tribal produce, 
processed foods, packaging material, organic & inorganic fertilizers, 
pesticides distribution and servicing of agricultural machinery etc. The 
internal trade of National Agricultural Cooperative Marketing Federation 
for the last decade has been shown in Figure 3.7. 
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PRICE SUPPORT SYSTEM (PSS) AND MARKET 
INTERVENTION SCHEME (MIS) 
The Government of India has appointed National Agricultural 
Cooperative Marketing Federation as the Central Nodal Agency for 
undertaking purchase at minimum support price in respect of selected 
oilseeds and pulses. National Agricultural Cooperative Marketing 
Federation has also been entrusted by the Government of India \N\\h 
the implementation of Market Intervention Scheme in perishables and 
some other commodities like Isabgol. 
IMPORTS AND EXPORTS 
It is the registering agency for import of feed grade maize under 
Open Government License (OGL). It also imports bulk quantities of 
coarse grains like Maize and other commodities to meet the internal 
demand under special circumstances. 
On the other hand National Agricultural Cooperative Marketing 
Federation is also the canalizing agency for export of Niger seed. It also 
exports under Open Government License (OGL), HPS groundnut, 
sesame seed, cotton, coarse grains, deoiled cakes, spices, fresh and 
processed fruits, vegetables and other agricultural, hort:icultural and 
tribal produce. 
STORAGE 
National Agricultural cooperative Marketing Federation has set up 
conventional as well as modern storage cum grading units for Onion in 
Maharashtra, Tamil Nadu, Karnataka and Andhra pradesh and 
warehouse-cum-cold storage in Delhi. 
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CONSUMER DISTRIBUTION 
In times of scarcity National Agricultural Cooperative Marketing 
Federation tries to protect consumer interest by undertaking distribution 
of onion, potato, eggs, pulses, and edible-oils etc. 
AGRO INDUSTRIES 
National Agricultural Cooperative Marketing Federation runs units 
for processing fruits & vegetables in Delhi, Vellore and Jabli and a 
Rhizoblum culture unit at Indore. National Agricultural Cooperative 
Marketing Federation helps farmers in the supply of agricultural 
machinery and its spare parts through its Agro service centers located 
in different states. In collaboration with the State Industrial Corporation 
of Orissa, National Agricultural Cooperative Marketing Federation has 
set up Konark Jute Ltd. at Bhubneshwar for augmenting supply of 
packing material. 
TRIBAL AND FOREST PRODUCE 
National Agricultural Cooperative Marketing Federation has set up 
a special cell to develop marketing / export of tribal and forest produce 
for the benefit of tribal population In the country. 
AGRICULTURAL RESEARCH AND PROMOTIONAL 
ACTIVITIES 
To carry out research and educate farmers In the production and 
post harvest operations of export oriented agricultural commodities, 
National Agricultural Cooperative Marketing Federation has sponsored a 
research body under the name Associated Agricultural Development 
Foundation (AADF). National Agricultural Cooperative Marketing 
Federation has also sponsored Indian Tourism Cooperative Ltd. 
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(COOPTOUR) to promote tourism through cooperatives. National 
Agricultural Cooperative Marketing Federation participates in trade fairs 
and exhibitions in India and abroad to project its activities. It also 
disseminates market intelligence and price rates to its constituents. 
National Agricultural Cooperative Marketing Federation brings out 
publications and commodity profiles for information of marketing 
cooperatives. 
National Agricultural Cooperative Marketing Federation has 
completed more than four decades of dedicated service to the farming 
community. Indian farmers are on the march and National Agricultural 
Cooperative Marketing Federation is proud to keep pace with them. 
FINANCIAL STATUS 
National Agricultural Cooperative Marketing Federation started its 
activities during 1958 with a small amount of Rs. 16,000 as its share 
capital, which has grown to Rs. 839.19 Lakh on the close of the year 
1999-2000. Its turnover increased to Rs. 581.05 Crore in the year 
1999-2000, as compared to Rs. 10.16 Lakh in the year 1958-59 * " \ 
The performance of National Agricultural Cooperative Marketing 
Federation in various spheres of during the last ten years is shown in 
Table 3.6, while its turnover during the same period has been shown in 
Figure 3.8. 
As mentioned earlier, National Agricultural Cooperative Marketing 
Federation is a National Level federating agency for all sorts of 
cooperative marketing Institutions in general and state marketing 
federations in particular. However, it works as a business entity as well. 
The business operations of National Agricultural Cooperative Marketing 
Federation are performed in one or more of the following ways: -
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Business On Outright Basis 
In order to ensure remunerative prices to the cultivators for their 
farm produce, National Agricultural Cooperative Marketing Federation 
has been making commercial purchases of agricultural commodities 
from the very beginning. During the period 1995-96 and 1996-97, 
National Agricultural Cooperative Marketing Federation purchased 
agricultural and horticultural commodities worth Rs. 20.21 Crore and 
Rs. 25.73 Crore respectively *"^ Commodities covered under this 
scheme included: paddy, rice, wheat, barley, jowar, maize, oil-seeds, 
pulses, spices and a host of horticultural produce. 
Business On Joint Venture Basis 
Business on joint venture basis is a device through which efforts 
are made to promote inter-cooperative relationship of diverse types 
such as; -
• Managerial relationship 
•:* Constitutional relationship 
• Financial relationship 
• Relationship in the areas of consultancy services, administrative 
services etc. 
Business On Agency Basis 
Under this form of business operations, purchases are made on 
commission basis in the capacity of National Agricultural Cooperative 
Marketing Federation; it is generally the Government of India for which 
National Agricultural Cooperative Marketing Federation works as an 
agent generally for undertaking purchases of a number of agricultural 
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commodities. In the recent years, National Agricultural Cooperative 
Marketing Federation has been making purchase of various oil-seeds 
such as: groundnuts, soyabeen, sunflower seeds, mustard seeds etc. as 
a procurement agent of the Government of India. 
Business On Consignment Basis 
Under this form of business operations. National Agricultural 
Cooperative Marketing Federation attempts to assists its constituents 
and other marketing cooperatives in the disposal of their stock on 
consignment basis in various terminal markets. 
During the last two decades, National Agricultural Cooperative 
Marketing Federation has expanded and diversified its activity many 
folds and has, of late, emerged as the largest institutional agency 
engaged in the onerous task of safeguarding the interest of both 
producers and consumers. National Agricultural Cooperative Marketing 
Federation attempts to establish meaningful Coordination and liaison 
among the institutions working at various levels of cooperative 
marketing structure in our country. Thus, its links go deep into the 
village, reaching a large mass of farmers. 
In order to ensure remunerative prices for farm produce and 
safeguard the interest of cultivators against undesirable practices of 
traders. National Agricultural Cooperative Marketing Federation makes 
outright purchase of agricultural commodities. During the period 
1991-92 to 1999-2000, various activities regarding the handling of 
agricultural and hort;icultural produce by National Agricultural 
Cooperative Marketing Federation is given in Table 3.7(A) & 3.7(B), 
102 
TABLE 3.7 (A): AGRICULTURAL PRODUCE HANDLED BY 
NATIONAL AGRICULTURAL COOPERATIVE 
MARKETING FEDERATION FROM 1991-92 
TO 1999-2000 (IN Rs. Crore) 
YEAR 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
FOOD GRAINS 
5.88 
19.95 
6.13 
4.90 
11.30 
34.78 
46.27 
40.30 
47.71 
PULSES 
53.25 
47.60 
38,82 
53.03 
42.40 
56.64 
50.69 
36.06 
114.66 
OILSEEDS 
71.58 
68.80 
92.60 
93.82 
127.48 
175.25 
106.27 
99.87 
156.43 
Source: - National Agricultural Cooperative Marketing 
Federation, Annual Reports, 1991-92 To 1999-2000. 
TABLE 3.7 (B): HORTICULTURAL PRODUCE (ONION & POTATO) 
EXPORTED BY NATIONAL AGRICULTURAL 
COOPERATIVE MARKETING FEDERATION FROM 
1991-92 TO 1999-2000 
YEAR 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1995-97 
1997-98 
1998-99 
1999-2000 
ONIONS (Rs. Crore) 
162.79 
167.40 
250.12 
257.00 
312.78 
336.56 
293.76 
231.00 
116.76 
POTATOES (Rs. U k h ) 
132.75 
114.84 
78.20 
352.77 
356.01 
610.02 
33.00 
48.93 
165 
Source: - National Agricultural Cooperative Marketing 
Federation, Annual Reports, 1991-92 To 1999-2000. 
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FINANCING FOR MARKETING COOPERATIVES 
Finance is the life-blood for all sorts of business operations. No 
business operations can ever be conceived without arranging adequate 
finance for it. The need for the expansion of business activities of the 
cooperatives is keenly felt. Marketing societies are also handling various 
agricultural commodities. This is possible only with adequate finance. 
So, credit is an inevitable factor for the development of cooperative 
marketing society. There is no denying the fact that cooperative 
marketing institutions do fall broadly under the category of business 
enterprise. As far as adequacy of finance is concerned for marketing 
cooperatives, no cut and dried formula could yet be developed. This is 
precisely because there is no uniformity in the business operations 
performed by the marketing cooperatives. On the basis of the functions 
performed by them, marketing cooperatives may broadly be classified 
into three categories: -
• Societies which undertake sale of produce of their members 
mostly on commission agent basis; 
• Societies which undertake outright purchases on large scale; and 
• Societies, which are required to make large scale purchases 
under government procurement or Price Support Schemes. 
The requirement of finance amongst these societies depends 
upon a variety of factors such as: -
• Turnover of the society, 
• Traditional practices followed by the society, 
• Method of operation followed by the society, 
• Volume of business of the society. 
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<* Range of tasks undertaken by the society, and 
• Availability of the services of honorary office bearers. 
So, the financial requirements of marketing cooperatives can be 
categorized into following heads: -
• Long-term financial requirements, and 
*> Short-term financial requirements. 
Long-term / Short-term Financial Requirements 
The long -term financial requirements for marketing cooperatives 
generally consist of funds, which are required for: -
• Purchase of initial equipment, furniture etc; 
<• Investment in the shares of district cooperative banks, 
State/District marketing societies, processing societies, wholesale 
consumer stores etc; 
<• Depositing security deposits with government or other suppliers 
for supply of goods etc; 
• Acquiring transport vehicles; 
• Establishing processing units for processing of agricultural 
produce; and 
• Construction of godowns, for storage of agricultural produce, 
agricultural inputs and consumer goods etc. 
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On the other hand, short-term financial requirements for 
marketing cooperatives required funds for: -
•:• Grant of advances to members on the pledge of their agricultural 
produce pending its scale; 
• Providing the customary trade credit to the buyers of the 
produce; 
<* Making, where necessary, outright purchases of agricultural 
produce from its members; 
• Undertaking purchase under government procurement or Price 
Support schemes; 
<* Stocking agricultural requisites like fertilizers, seeds, insecticides, 
implements etc; to the extent they are not available on credit or 
consignment from government; 
• Stocking essentia! consumer articles in common demand for 
distribution in rural areas through village societies; and 
• Running expenses on staff, hiring of building and godowns, 
contingencies etc. 
Sources Of Finance 
The main sources, from which marketing cooperatives raise their 
funds, are categorized under two heads: -
• Internal sources 
• External sources 
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Internal Sources 
Internal sources of finance for marketing cooperatives, which 
raised / generated internally by the societies, through the following: -
(a) Share Capital: - Shares issued by the marketing cooperatives 
form the first important source of internal financing. The contribution of 
state governments in the share capital of the marketing societies 
generally has been more than the share of their members. 
(b) Deposits: - Deposits form yet another source of internal finance 
for marketing cooperatives. The importance of deposits lies not only in 
strengthening the financial position of the cooperatives but also as a 
valued instrument of promoting thrift amongst the members. 
(c) Reserve and Owned funds: - The Owned funds of marketing 
societies consist of Statutory funds like Reserve funds and other funds 
created out of their profits. Reserves and other owned funds have got 
their own importance in the financing of a business enterprise. Sound 
position of Reserves and owned funds provides sound financial base on 
the one hand and enables the enterprise to borrow more working 
capital for its business, on the other. 
External Sources 
External sources of finance are relatively more important than the 
internal sources, for they account for a dominant portion in the overall 
financing of the cooperatives. 
An external source of finance generally consists of the following 
items: -
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(a) Pledge Advances Against Goods: -Advances against the pledge 
of goods, generally known as pledge advances, constitute the first 
important source of external financing for the marketing cooperatives. 
In a pledge advance, the title of goods comes in the sale custody of the 
financing back or jointly with the institution financed. It is customary for 
the financing banks to insist on a margin of 25% of the goods to 
provide for fluctuation in prices, driage etc. 
(b) Hypothecation Advance Against Goods: - The second source 
of external finance for the marketing cooperatives is advance to the 
cooperatives against hypothecation of their goods. This source is very 
much similar to the first source, but one basic difference between the 
two is that unlike pledge advance, in this case the goods remain with 
the borrower, as there may be practical difficulties in giving the goods 
in pledge. In such cases, the banks obtain a deed of hypothecation 
deriving title to the goods. In order to ensure that the goods are 
advisable, banks obtain periodical statements and also undertake 
inspection of the goods at frequent intervals. 
As the goods are not in the actual custody of the financing 
institution, it is customary for the banks to insist on 40% margin, which 
is increased further in the case of perishable commodities or those 
subject to violent fluctuations in their prices. 
(c) Clean Advances: - Clean advances form yet another source of 
external finance for the marketing cooperatives. When a borrower 
society is unable to give any tangible security, a clean advance is 
sanctioned. In this case, the accommodation is based mainly on the 
past performance of the borrowing institution, its present financial 
standing and genuineness of the need looking to its programme of 
activities. 
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The agencies, which take part as external financing agencies for, 
the marketing cooperatives are: -
• State Bank Of India (SBI); 
• District Cooperative Banks (DCBs); 
•:* National Cooperative Development Corporation (NCDC), and 
<• State Governments. 
BUSINESS OPERATIONS OF MARKETING COOPERATIVES 
Business practices of marketing cooperatives generally revolve 
round the principal functions to be performed by them. Each one of the 
functions has its own importance In realizing the avowed objectives of 
marketing cooperatives; however, a review of the actual operations of 
most of the cooperative marketing societies brings to light the fact that 
by and large they have adopted only five functions as their real 
business operations. These are: -
(1) Commission Agency: - The majority of marketing societies are 
functioning as commission agents. Under this practice, a cultivator may 
bring the produce to the market where the headquarters of a marketing 
society are located or may arrange to send the produce through the 
service of cooperative society of which he is a member. The marketing 
societies then arrange for the sale of the produce. The sale generally 
takes place by open bid, depending on the local market practice. The 
marketing society charges a small amount as commission for the 
services rendered in arranging the sale. The payment is made to the 
cultivators immediately after the weighment of the produce, or after a 
few days depending on the market practices. 
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(2) Outright Purchases: - Farmers with limited marketable surplus 
usually do not go to the agricultural markets for selling their produce, 
but dispose off their produce on outright basis In their own village or in 
the neighbouring weekly markets. To facilitate the marketing of the 
produce of such cultivator members, the marketing societies also have 
to undertake outright purchases; the goods are either purchased in the 
village itself by the marketing societies own agents or through the 
agency of Village Service Societies. Under this system of operation the 
payment is made on the spot. 
(3) Pledge Advances: - A marketing society usually advances pledge 
loans in those cases where a cultivator feels that the prevailing market 
price is not favorable to him while he needs some money for his 
domestic needs urgently. Such advances are generally to the extent of 
75% of the value of produce pledged. The purpose of providing such 
advances is to strengthen the holding power of the cultivator so as to 
prevent distress sales immediately after harvest and thus secure a fair 
price for his produce. 
(4) Trade Credit: - It is the result of the marketing society's excessive 
dependence on traders for disposal of their produce. In most of the 
agricultural markets it is customary for the marketing societies to allow 
trade credit to the wholesale buyers of agricultural produce sold by the 
society. The period of such trade credit generally ranges between 2 and 
15 days depending upon the prevalent local practices. To avoid the risk 
of civil litigation, in case a merchant fails to pay the amount within the 
stipulated time, he is enrolled as a nominal member of the marketing 
society. 
(5) Grading And Pooling: - Grading, a hallmark of a marketing and a 
pre-requisite for quality control of any commodity, is a form of market 
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discrimination which attempts to differentiate between different types of 
demands for a particular product and ensures the supply of products of 
chosen quality to satisfy these demands. Not only does it allow different 
qualities of product to find there best market but it also affords an 
opportunity to promote the sale of any exceptional quality and charge 
different price for it. 
On the other hand, pooling envisages that the produce brought 
by an individual grower would be sorted out into separate grades and 
that he would be given certain amount as an advance price. The 
produce of each grade would than be pooled and if necessary process 
and finally disposed of in the most favorable market over a period of 
time. At the end of the period, the grower is paid back the average 
pooled price based on the gross earnings in respect of each grade 
minus necessary incidental and handling charges by the cooperatives. 
INSTITUTIONS IN COOPERATIVE MARKETING 
The present structure of cooperative marketing consists of three 
types of institutions working at different levels. These are: -
1. Primary marketing societies at the base or grass-root level; 
2. District or central marketing societies at the district or taluka * 
level; and 
3. State federations at the state level. 
Thus, for the present, two major institutions are at work in the 
field of cooperative marketing—state federations at the state level and 
National Agricultural Cooperative Marketing Federation at the national 
level. The discussion on, "Institutions in Cooperative Marketing" would 
decidedly remain inconclusive without referring yeoman's rule played by 
in 
the National Cooperative Development Corporation in promoting and 
strengthening Cooperative Marketing Movement In the country. As It is 
already explained National Agricultural Cooperative Marketing 
Federations and State Federations In the previous portion of this 
chapter, hence now a detailed analysis of the National Cooperative 
Development Corporation has been explained. 
National Cooperative Development Corporation (NCDC) 
The National Cooperative Development Corporation was 
established under a special Act of Parliament in 1962 from the erstwhile 
Development and Warehousing Board set up by the Government of 
India In 1965 In pursuance of the recommendations of the All India 
Rural Credit Survey Committee, 1954. 
Objectives 
The main objective of the National Cooperative Development 
Corporation Is to plan and promote programmes through cooperative 
societies for: -
(a) The production, processing, marketing, storage, export & import of 
agricultural produce, foodstuffs, poultry feed and notified commodities; 
and 
(b) The collection, processing, marketing, storage and export of minor 
forest produce. 
Functions 
In order to accomplish the aforesaid objectives. National 
Cooperative Development Corporation has to undertake a number of 
functions. National Cooperative Development Corporation Act, 1962 
underlines the following functions of National Cooperative Development 
Corporation: -
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1. To advance loans or grant subsidies to state governments for 
financing cooperative societies and for employment of staff for 
implementing programmes of cooperative development; 
2. To provide funds to state governments for financing cooperative 
societies for the purchase of agricultural produce, foodstuffs and 
notified commodities on behalf of the central government; 
3. To plan and promote programmes through cooperative societies 
for supply of seeds, manures, fertilizers, agricultural implements 
and other articles for the development of agricultural produce; 
4. To provide loans and grants directly to the national level 
cooperative societies and other cooperative societies having 
objects extending beyond one state; 
5. To provide loans to cooperative societies on the guarantee of 
state governments or in the case of cooperative societies in the 
union territories, on the guarantee of the central government; 
and 
6. To participate in the share capital of the national level 
cooperative societies and other cooperative societies having 
objects extending beyond one state. 
Thrust Areas Of NCDC 
The corporation continued its endeavor to promote and finance 
cooperatives in the agriculture and allied sectors to maintain and 
sustain growth, besides augmenting income of small and marginal 
farmers as well as weaker sections of the society. 
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Under the agriculture and allied activities in the cooperative 
sector. National Cooperative Development Corporation thrust has been 
on following fields: - *^ *^  
• Financing cooperative marketing; 
• Facilitating the growth of horticulture marketing In cooperative 
sector; 
• Promoting direct marketing of fruits & vegetables; 
• Paving way for the establishment of the horticulture federations; 
• Assistance for creating storage capacity; 
•:* Financial Assistance to cooperative sugar factories; 
•:* Financial assistance to cooperative spinning mills; 
• Assistance to oilseed processing units; 
• Assistance to the Particle Board Project; 
*> Assistance to farmer's service cooperatives; 
• Financial assistance for agro-custom hiring centers; 
• Margin money assistance to Regional Agro Industrial 
Development Cooperatives(RAIDCO's) 
• Liberal funding for under developed / least developed states; 
• Implementing projects with assistance from International funding 
agencies; and 
• Paving way for Integrated Cooperative Development Projects 
(ICDP) 
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The Financial assistance provided by National Cooperative 
Development Corporation for Marketing Cooperatives is illustrated in 
Table 3.8. 
As far as the assistance is concerned regarding marketing of fresh 
fruits & vegetables through cooperatives by National Cooperative 
Development Corporation, it sanctioned Rs. 1190,23 lakh and released 
Rs. 169.621 lakh, respectively in the year 1991-92, This figure rose to 
Rs. 52.48 crore and Rs. 1.52 crore respectively in the year 1999-00 *" ' . 
TABLE 3.8: FINANCIAL ASSISTANCE PROVIDED BY NATIONAL 
COOPERATIVE DEVELOPMENT CORPORATION FOR 
MARKETING COOPERATIVES FROM 1991-92 TO 
1999-2000 
YEAR 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
FINANCIAL ASSISTANCE (Rs. Crore) 
NA 
NA 
286.72 
386.26 
362.78 
301.59 
338.87 
367.66 
NA 
SOURCE: - National Cooperative Development Corporation, 
Annual Reports from 1990-91 To 1999-2000. 
NA- Not Available 
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CONCLUSION 
India is primarily an agricultural country and agriculture is the 
backbone of Indian economy, contributing a major share in the national 
income and providing employment to more than 60% of the working 
population and accounting for a sizeable share of the country's foreign 
exchange earning. Though the traditional marketing system failed to 
provide needed marketing support for progressive agriculture that is 
why with the recommendation of several committees and commission 
marketing cooperatives came into existence. 
The initial impulse of cooperative system in the country was 
organization of agricultural credit societies only, but cooperative 
societies Act of 1912, enabled formation of non-credit society's 
also-including marketing societies. At the initial stage cooperative 
marketing societies did not receive any attention of the farmers as well 
as of the government So for this, in 1918, the Maclagan Committee 
made a reference to cooperative societies for the sale of agricultural 
produce, which was reiterated by Royal Commission on Agriculture by 
giving more emphasis on group marketing rather than marketing by 
individuals. 
The Dantwala Committee on agricultural marketing pointed out 
various instances of foreign countries where marketing cooperatives 
had done yeoman's service, and opined for the economic benefit of 
cooperative marketing in the country by providing educative influence 
to the farming community regarding marketing of agricultural produce. 
The Cooperative Planning Committee in 1945 had shown great 
concern for improvement of agricultural marketing in the country and 
had desired that at least 25% of agricultural marketing surplus should 
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be marketed by cooperative marketing societies. But the rea! history of 
cooperative marketing in this country starts after the Rural Credit 
Survey Committees Report in 1954, which laid three fundamental 
principles of cooperative development, namely: -
• State partnership at different levels 
•:* Full linkage between credit, marketing & processing. 
• Management of these societies through adequately trained and 
efficient personnel. 
Cooperative marketing got really a boost when organization of 
cooperative marketing societies was adopted as a planned programme 
of the government. 
The governments, before and after independence have played an 
active role in encouraging people to form marketing cooperatives. Since 
mid sixties, marketing cooperatives have been projected as instruments 
of social change and some economic benefits. They are not seen as 
enterprise which must bring financial gain to their members. Thus 
marketing cooperatives promoted by people to fulfill their needs, 
especially in rural areas. 
However, majority of the primary marketing cooperatives did not 
possess any innate strength or real capabilities and they engage in the 
activities of supplying agricultural inputs, which hardly provide any real 
basis for them to stand up and take on the competition in an 
unregulated market place. 
In 1991, the Indian economy was under pressure due to 
economic crisis characterized by Balance of Payment problem, disrupted 
industrial production and budgetary deficit. The over all policy frame 
was changed and there was radical depart;ure from the past and the 
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highly restrictive foreign investment and regulatory industrial and trade 
policies were given up. During that period the main thrust was on 
Liberalization, Privatization and Marketization, so that to survive in the 
economic environment 
In various segments, the cooperatives have emerged as strong 
and viable organizations but mostly of the marketing societies are 
financially weak and their existence is at the mercy of government 
support. The major weakness are primarily due to their working in 
isolation, weak federation, declining patronage, government 
interference, lack of personal management, poor absence of 
infrastructural facilities at grass root-level and low competitive strength. 
Besides the financial help provided to the marketing cooperatives for 
strengthening their education, training and professional Management 
Institutes is not enough. 
Despite this, the National Agricultural Cooperative Marketing 
Federation being the national apex organization for marketing 
cooperatives in the country has been rendering varied and valuable 
services to the farmers for over four decades. 
Facts and events show that National Agricultural Cooperative 
Marketing Federation has been progressively steadily on onward March. 
Startling with a meager share capital of Rs. 16000 in 1958-59, this has 
increased to Rs. 839.19 lakh in 1999-2000, and repaid a large part: of 
Governments and National Cooperative Development Corporations 
share capital. Since its inception, the business of National Agricultural 
Cooperative Marketing Federation has been steadily on the path of 
acceleration, which is evident from the fact that in first year its business 
was of Rs. 10.16 lakh only and now its business has gone up as high 
Rs. 58105.41 Lakh in 1999-2000. 
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The main classification of its business operations are outright 
purchase and sale of agricultural produce, transaction on account of 
Price Support Scheme and Market Intervention Scheme of Government 
Of India and state governments, and playing crucial role under Price 
Support Scheme of the Government Of India, by appointed as Nodal 
Agency for procurement of various major commodities. 
National Agricultural Cooperative Marketing Federation also plays 
an important role in marketing of various agricultural commodities both 
in the internal and external trade. The main items of internal trade are 
food grains, pulses, oilseeds, spices, fruits and vegetables, tea, cotton 
etc, while the external trade consists of oilseeds, onion, gariic, potato, 
fresh fruits and vegetables, pulses, spices, processed foods cotton etc. 
National Agricultural Cooperative Marketing Federation is keen to 
increase its exports and it is exploring new markets and establishing 
business links with buyers. 
In short term National Agricultural Cooperative Marketing 
Federation has served the purpose and earned a place for itself in the 
national agricultural economy. The cooperative spirit has been low and 
the organization had not developed the conventions necessary for a 
cooperative organization. In spite of being a big organization it has 
failed to develop a pro active share in deciding its activities and look 
towards the governments offers. As a result it is caught in a 
"Dependence Trap". National Agricultural Cooperative Marketing 
Federation is handling a large number of agricultural commodities and 
each commodity has its specific features, which reflected in terms of 
National Agricultural Cooperative Marketing Federation's focus on 
efforts towards production enhancement, Price support and exploring 
avenues for export. 
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The primary marketing cooperative societies are also members of 
National Agricultural Cooperative Marketing Federation but these 
primaries are not getting a fair margin for the services rendered by 
them nor the apex body has concentrated on developing business with 
its members and builds itself as a leader of the cooperative marketing 
structure. 
The political pressure has been a significant factor and the Board 
of Directors does not participate effectively to ensure and support the 
members need. The cooperative spirit is low and its leaders popularly 
known as cooperative leaders, have not developed the conventions 
necessary for a cooperative organization. The general feeling is that the 
National Agricultural Cooperative Marketing Federation is an agency of 
the government to implement its policies. From its Inception, National 
Agricultural Cooperative Marketing Federation has failed to develop 
participation of members in deciding business policies. Operational 
planning and management is not very encouraging. Due to excessive 
government control, the National Agricultural Cooperative Marketing 
Federation lacks consistency in its policy. Lack of clear cut perception of 
responsibility, poor Market Information System and lack of objectivity in 
personal matters are other limiting factors. 
The government is working on a national policy for marketing 
cooperatives which will preserve the distinct Identity of cooperatives 
and the values and principles on which they are based. This policy is 
important through which the government will position marketing 
cooperatives in various segments of national economy. This policy 
should spell out the support and assistance of the government in clear 
terms. 
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Besides, the government should take a pragmatic view by 
inducing cooperatives to prepare a time bound programme by which 
they would be able to make themselves financially viable and would be 
totally Independent of government support. 
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CHAPTER FOUR 
COOPERATIVE MOVEMENT IN UHAR PRADESH 
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Cooperative Movement In Uttar Pradesh 
Uttar Pradesh is one of the most important states of India. Its 
growth can be traced to 1833, when the then Bengal presidency was 
divided into two parts including the presidency of Agra. Before 
Independence, it was known as "United Provinces^^, 
Agriculture is the main occupation of the people in Uttar Pradesh, 
as about 72% population is associated with agriculture in one way or 
other. This state is ahead of all other states in the country, in the 
production of food grains, sugarcane, and oilseeds. This makes a 
significant contribution in meeting the demand for food grains and 
horticultural products. 
Coming specifically to the cooperative sector, the head of the 
Movement in the states is the Registrar, who is assisted by four 
Additional Registrars, one Joint Registrar, a number of Deputy 
Registrars and other functionaries. The organizational structure of the 
cooperative sector in the state is illustrated in the Figure 4.1. 
The Cooperative Movement in Uttar Pradesh has been divided 
into six heads i.e. -
1. State 
2. Division 
3. District 
4. Tehsil* 
5. Block, and 
6. Village. 
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FIGURE 4.1: 
ADDITIONAL 
REGISTRAR 
JOINT 
REGISTRAR 
DEPUTY 
REGISTRAR 
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REGISTRAR i 
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SUPERVISOR 
:i SECRETARY OF 
THE SOCIETY 
ORGANIZATIONAL STRUCTURE OF THE 
COOPERATIVE SECTOR IN UTTAR PRADESH 
REGISTRAR 
1 ' 
MEMBEROF 
THE SOCIETY 
At every level of Cooperative Movement^  there is decentralization 
and devolution of authority to the functionaries, for the purpose of 
effective supervision, control and administration. 
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HISTORICAL GROWTH OF COOPERATIVE MOVEMENT IN 
UTTAR PRADESH 
Cooperation Movement in the state of Uttar Pradesh has been 
growing before the enactment of Cooperation Societies Act, 1904. This 
is because having failed with all other measures, the government of the 
state turned to cooperation as the most helpful method for ending 
stagnation of the poor masses. Keeping in view the need of 
developing an alternate machinery to the unorganized credit sector, 
cooperatives were developed by the state cooperative leaders as being 
the only institutional agency available to help the rural masses. 
In order to explain the progress of Cooperative Movement in the 
state, it has been dividing into five stages:-
THE FIRST STAGE OF THE MOVEMENT (Before 1904) 
Cooperation was started in India as a remedy of the proverbial 
poverty of the millions of small peasants. As early as 1882 Sir William 
Wedderburn and Justice Ranade prepared a scheme for establishing an 
agricultural bank to provide loans to farmers ^ ^^  
Unfortunately, the scheme was not accepted in the form in which 
it was formulated, but its essential features were embodied in the Land 
Improvement Loans Act of 1883; \\Q^QN&i these measures failed to give 
adequate relief to the real tiller of the soil. In 1884, another act known 
as the Agriculturists Loans ActsNdiS passed but it did not also therefore; 
prove to be much help to the farmers. 
In 1892, the Government of Madras under Lord Wenlock^ placed 
Sir Fredrick Nicholsan on special duty to study the theory and practice 
of agricultural credit and other land banks in Europe and to suggest 
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\f4^si% and means by which a similar Movement might be popularized in 
India (^ >. 
Uttar Pradesh was not left unaffected by the then prevailing 
economic changes in the country. The state government of Uttar 
Pradesh appointed Mr. Dupernex, to study the working of the 
cooperative Institution in Europe with a view to introducing the system 
in the province. After an intensive study be summed up his conclusion 
in his book entitled, " Peopie Banks for Northern Ind/aZ which 
contained proposals for establishing banks on cooperative lines in the 
state of Uttar Pradesh, based on Raiffeisen Principfes^^^. 
On the lines suggested by Mr, Dupernenx, a few societies were 
started in Uttar Pradesh in 1900 as an experimental measure, which at 
initial stages advanced loans at a considerably low rate of interest. After 
certain period, when it is found difficulty in getting money at a low rate, 
the interest rates charged from the agriculturists had to be increased, 
which shook the confidence of the people due to the result of which 
most of the societies become dormant by 1904. 
Meanwhile, the Indian Famine Commission of 1901, strongly 
advocated the formation of agricultural banks on the lines of Mutuai 
Credit Associations of Europe. Lord Curzon, the then Viceroy, was quick 
enough to realize that no great results could be achieved from 
unrecognized individual eff'orts and accordingly appointed a committee 
under Sir Edward Law, which included Sir Fredrici< Niciioisan and 
Mr Dupernex, to examine the working the then existing pioneer 
societies and to make recommendation for introduction of a 
comprehensive legislation. The committee arrived at the conclusion that 
the Cooperative credit societies deserved every encouragement and 
that they should be given a fair trial, and further suggested the form of 
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legislation and drew up model schemes for the management of rural 
and urban societies. On the basis of the findings and recommendations, 
the Government passed the Cooperative Societies Act of JPtM^^K 
THE SECOND STAGE OF THE MOVEMENT (1904 - 1919) 
Official recognition for the Cooperative Movement in Uttar 
Pradesh came with the passing of the Cooperative Societies Act of 
1904. The first Registrar of cooperative societies was appointed on 3*^^ 
November, 1904 in Uttar Pradesh. The wort< of drafting cooperative 
bylaws was undertaken by the Registrar. The object of the Act as 
defined in its preamble was to encourage thrift, self help and 
cooperation among agriculturists, artisans and persons of limited 
means '^^ ^ 
Another landmark in the growth of cooperation in Uttar Pradesh 
was the beginning of Provincial Conference of Cooperators, The first of 
such conference was held during 1908-09. These conferences provided 
a common platform to the people to discuss numerous cooperative 
problems were bound to arise. The defects and shortcomings found in 
the working of the Act of 1904 were remedied but its main features, 
viz; simplicity and elasticity were retained in the new Act of 1912. This 
Act of 1912 infused fresh energy into Movement ^ ^\ 
During this stage the Cooperative Movement in Uttar Pradesh has 
made general Progress. In the year 1906-07, the number of societies 
rose to 843 with a membership of 90.8 thousand and a working capital 
of Rs 23.71 lakh, and these figures rose to 17,327 societies with a 
membership of 824.4 thousand and working capital of Rs. 896.6 lakh 
respectively at the end of the year 1914-15. '^* 
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THE THIRD STAGE OF THE MOVEMENT (1920-1925) 
Cooperation became a transferred subject under the Government 
of India Act of 1919, and provincial government gave a further impetus 
to the Cooperative Movement in their respective provinces. During this 
period, which is also said to be a period of unplanned development, 
numerous cooperative societies were started. 
During this period, agricultural credit continued to be the 
predominant feature of the Cooperative Movement in the state. In 
1919, a 20 members standing Committee of Cooperators^?^^ formed to 
suggest improvements in the working of societies and to help in the 
development of Cooperative Movement in the state. Again, the tenth 
Uttar Pradesh Cooperative Conference was held In 1921 which observed 
that the central agency for the organization of the industrial 
Cooperative Societies and, therefore, the committee recommended that 
every central bank should pay special attention to small industries *^^ 
Despite all the efforts, it was found that there was a progress in 
the cooperative credit field but on the other hand, the non-credit sector 
condition remains deplorable. In this regard, the Government of Uttar 
Pradesh tried to consolidate the position of weak societies, and 
appointed a nine-man committee under the Presidentship of Oal<den, in 
order to investigate and report on the reasons about the failure of the 
cooperative societies. 
The Oaicden Committee held its sittings at important towns of 
Uttar Pradesh and examined a large number of witnesses. After one 
and a half year, the committee submitted Its report In March, 1926, 
with some recommendations: - *®^  
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(i) The main defect according to the committee lay in the 
organization of the Movement. Persons having no faith in 
cooperation were freely admitted as members and new societies 
were formed for the sake of expansion without properly 
understanding the principle of cooperation. The committee 
therefore recommended that special attention should be paid by 
Junior Assistant Registrars to this highly important works and 
their recommendations should frequently be checked by 
Assistant Registrars either before or after the registration, 
according to circumstances. 
(ii) Supervision, which was the responsibility of the central banks, 
was also found to be defective. The committee therefore, 
recommended that the supervisory staff of the central banks 
should be provincialized and be placed under a provincial 
committee having the power of appointment, transfer, 
promotion & punishment. 
(iii) The committee emphasized the need of developing independent 
primary societies and suggested that number societies should 
be appointed as far as possible and at the time of opening new 
societies, all efforts should be made to secure a local secretary. 
(iv) In the opinion of the Committee, various other types of activities 
in addition to agriculture could be brought within the 
cooperative fold. It recommended for the study of rural 
economics and rural problems by the cooperative departments 
in the state. 
(v) Formation of banking unions was strongly recommended as a 
link between the cooperative societies and the central banks. 
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(vi) For a planned development of the Cooperative Movement in the 
state, the committee recommended the establishment of a 
provincial Cooperative Bank. 
(vii) The help given by the government to the Cooperative Movement 
was found to be inadequate, and the recommendations of the 
committee in this regard are that the municipalities and District 
Boards should assist the Cooperative Movement and the 
Government should exempt the cooperative societies from local 
taxation. 
(viii) In order that the Cooperative Department may work efficiently it 
was recommended by the Committee that the Registrar should 
have nothing to do with the registration of Joint Stock 
Companies. For carrying an efficient audit, it was found that a 
considerable increase in the number of auditors was 
immediately required. 
(ix) The Committee emphasized very strongly the value of 
cooperative education and propaganda and recommended the 
issuance of leaflets and holding of lectures. 
The Government of Uttar-Pradesh vide their resolution dated 
16* September, 1926, accepted most of the recommendations of the 
Oakden Committee with regards to the organization working 
management, supervision and audit etc. 
THE FOURTH STAGE OF THE MOVEMENT (1926-1939) 
This period marked the beginning of great depression in India, 
which had no parallel in its range, intensity and duration. There was a 
catastrophic fall in the prices of agricultural products and consequently 
the income of agriculturists also decline considerably. Though the 
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impact of great depression was felt in the beginning and the 
Cooperative Movement in the state got a set back, but due to the 
programmes of rehabilitation and reconstruction undertaken by the 
Government and cooperatives departments, the cooperative sector 
began to register steady progress. 
The number of agricultural societies came down to 5010 in 
1930-31 as against 5894 in the year 1925-26. This number went on 
increasing and reached a figure of 6928 in 1937-38 and 7218 in 
1938-39. in the same way the number of non credit agricultural 
societies went on constantly increase in from only 5 in the year 
1925-26 to 1511 in 1937-38 and 2808 in the year 1938-39. The amount 
of working capital went on increasing from a figure of Rs. 188.5 lakh in 
the year 1925-26 to Rs. 268.1 lakh in 1937-38 and Rs. 309.5 lakh in the 
year 1938-39 ^ ^°\ 
THE FIFTH STAGE OF THE MOVEMENT (1939-1950) 
The Second World War broke out in 1939 and it had its effects as 
Cooperative Movement in Uttar Pradesh. The prices of agricultural 
produce and lands started increasing which results in almost doubling 
the repaying capacity of the farmers. 
As a result of war, economic controls and food rationing had been 
introduced, and, therefore, a number of consumer's stores and similar 
type of societies were organized to distribute the necessities of life to its 
members and nonmembers. This period also witnessed the growth of 
the Multipurpose Societies, undertaking a variety of functioning ranging 
from credit and supply of essential consumer's goods, controlled 
commodities, and seeds to marketing of crops. Uttar Pradesh took the 
lead in this Connection and it was also felt that the agricultural credit 
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societies could not cover an adequate percentage of population due to 
their unlimited liability ^^^\ 
It was therefore decided that multipurpose societies should be 
given a trial, which may undertake credit, marketing, supply of 
agricultural implements and better living activities. This was the most 
noteworthy development that occurred in regard to the cooperative 
Consumer's Movement. Though the war gave a great stimulus to 
agricultural credit, an eight man committee was appointed in 1944, 
under the chairmanship of Prof. D. R. Gadgil, to report on the ways in 
which indebtedness could be reduced and how best short and long term 
finance could be provided to agriculture **^^ 
The committee opined that the cooperative societies were the 
ideal agency for rural credit but found that in actual practice their 
working in several cases was defective. The Committee recommended 
the establishment of agricultural credit cooperation for each province 
for meeting the financial requirements of cooperative Institutions * " \ 
With the advent of Independence in 1947, development of all 
cooperative activities was given greater attention during the planning 
period, which is discussed below. 
COOPERATIVE DEVELOPMENT DURING THE PLANNING 
PERIOD IN UTTAR PRADESH 
In the beginning of the Cooperative Movement i.e. in the year 
1904-05 there were 72 societies with a membership of 14.80 thousand 
and working capital of Rs. 2.00 lakh, which rose to 18308 societies with 
a membership of 757.43 thousand and working capital of 
Rs. 396.69 lakh in the year 1944-45.The biggest landmark in the history 
of cooperation in Uttar Pradesh was the establishment of Pradeshik 
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Cooperative Federation which was established in the year 1943 as the 
biggest cooperative organization in the state. During the year 1947 
when India got political independence, there were 13000, cooperative 
societies with a membership of 3.21 lakh and share capital of Rs. 49 
lakh. This figure rose to 38000 cooperative societies with a membership 
of 13 lakh and share capital of Rs. 220 lakh in 1955. 
The first five year plan set out that the principles of mutual aid, 
the basis of cooperative organizations, and the practice of thrift and self 
help which sustains it generate a steady feeling of self reliance which is 
of basic importance in a democratic way of life. 
The first plan endorsed the recommendations of 
Cooperative Planning Committee to set a target to cover 50% of India's 
villages and 30% of rural population in ten years. It was envisaged that 
by 1955-56, the credit supplied by the Cooperative Movement and 
government agencies for agricultural production should reach the level 
of Rs. 135 crores per annum, Rs. 100 crores as short term and Rs. 10 
crores as long term loans. Besides, the annual loans by cooperatives 
amounted to Rs. 53 crores and by state governments to 
Rs. 27 crores ^"'. 
There was significant growth in the number, resources and scale 
of operations of agricultural credit societies in Uttar Pradesh during this 
plan period. However, some of the principle weaknesses of these 
societies continued such as small membership, weak capital structure, 
inadequate loan operations, heavy over dues, failure to harness local 
savings and to promote thrift etc. 
In order to implement the recommendation of the survey 
committee, a pilot project was started in Uttar Pradesh in May 1955 by 
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the cooperative department in collaboration with the Planning and 
Research Institute, Uttar Pradesh. In selecting the area for launching 
the scheme, the following points were taken into consideration: - *^ *^ 
1) The area should be well irrigated and should afford scope for 
expansion of credit for agricultural production. 
2) The agriculturists in the area should be well acquainted with 
the principles and practice of cooperation and there should 
be well established regulated market in the area. 
During this period the number of primary agricultural credit 
societies, which was 26390 in the year 1950-51 with a membership of 
850 thousand, rose to 44006 with a membership of 1403 thousand In 
the year 1955-56. The progress of Cooperative Movement in the state 
during first Five Year Plan is illustrated in Table 4,1, 
During the first planning period emphasis was laid on production 
especially agriculture instead of credit and emphasis was given to 
organize Multipurpose Cooperative Societies in rural areas. 
During the second plan a radical change was made in the policy 
of credit distribution by cooperative societies and emphasis was also 
laid on controlled credit recovery i.e. repayment of loan in kind through 
the marketing societies. 
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TABLE 4.1: PROGRESS OF COOPERATIVE MOVEMENT DURING 
THE FIRST FIVE-YEAR PLAN FROM 1950-51 To 
1955-56 
PARTICULARS 
No. of Primary Agricultural Credit Societies 
Membership (in thousands) 
Average Membership per society 
Loans Issued: 
S.T. (In Thousands) 
M.T. (In Thousands) 
Loans Recovered (In Thousands) 
Loans Outstanding: 
S.T. (In Thousands) 
MT. (In Thousands) 
Loans Over Due: 
S.T. (In Thousands) 
M.T. (In Thousands) 
Average Loan per member (Rs.) 
Average Working Capital per member (Rs.) 
Average Worl<ing Capital per society (Rs.) 
Average Deposits per society (Rs.) 
Average Deposits per member (Rs.) 
1950-51 
26,390 
850 
32 
22,825 
-
20,464 
26,130 
-
4,317 
-
27 
491 
1,459 
80 
2 
1955-56 
44,006 
1,403 
32 
55,810 
-
44,173 
59,827 
-
10,825 
-
38 
611 
1,924 
78 
2 
Source: - Cooperative Movement In Uttar Pradesh, Important 
Statistics, 1969-70, Cooperative Departnnent, Uttar Pradesh, 
Lucknow, November, 1971 
The second five year plan enunciated ^'Economic development 
along democratic lines'", offers a vast field for the application of 
cooperation in its varying forms. Our socialistic pattern of society 
implies the creation of large number of decentralized units, both in 
agriculture and industry. These small units can obtain the advantage of 
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scale and organization mainly by coming together. The character of 
economic development in India, with its emphasis on social change, 
therefore, provides a great deal of scope for the organization of 
cooperative activity. The building up of a cooperative sector as a part of 
the scheme of planned development is thus one of the central aims of 
national policy **®'. 
A perusal of the Table 4.2 shows that the average membership 
per societ/ was almost doubled during the second plan period in the 
state as against 160% increase in all India average. Average paid up 
share capital rose from Rs. 611 in 1955-56 to Rs. 1601 in. the year 
1970-61 as against an all India average of Rs. 1061 in 1955-56 which 
rose to Rs. 2722 in 1960-61. In the same way average deposits per 
society increased from Rs. 78 in 1955-56 to Rs. 2019 in 1960-61. From 
this it can be easily concluded that during the second plan period there 
was an alround progress in all the spheres of cooperative society in the 
stateofUttar Pradesh. 
The third five year plan stated that, "Cooperation should 
become progressively principle basis of organization in 
branches of economic life notably agriculture, minor irrigation, 
small industries and processing, marlceting, distribution, rural 
electrification, housing and provision of essential amenities for 
local communities. Even the medium and large industries and 
in transport an increasing range of activities can be undertaken 
on cooperative lines^"^^^^. 
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TABLE 4.2: PROGRESS OF AGRICULTURAL COOPERATIVE 
CREDIT SOCIETIES IN UTTAR PRADESH FROM 
1955-56 TO 1960-61 
PARTICULARS 
Average Membership per society 
Average Paid up Share Capital per society (Rs.) 
Average Deposits per society (Rs.) 
Average Working Capital per society (Rs.) 
Average Reserve per society (Rs.) 
Average Share Capital per member (Rs.) 
Average Deposits per member (Rs.) 
Average Loans Advanced per society (Rs.) 
Average Loans Advanced per member (Rs.) 
1955-56 
32 
611 
78 
1924 
298 
19 
2 
1,268 
38 
1960-61 
61 
1,601 
219 
6,201 
378 
26 
4 
5,619 
93 
Source: - Cooperative Movement In Uttar Pradesh, Important 
Statistics, 1969-70, Cooperative Department, Uttar Pradesh, 
Lucknow, November, 1971 
At the end of third plan membership of agricultural cooperative 
credit societies raised to 50.61 lakh with the share capital of Rs. 
1488.84 lakh and working capita! of Rs. 6729.30 lakh. The progress of 
agricultural cooperative credit societies during this plan has been 
summarized in the Table 4.3. 
After the end of third five year plan, three successive annual 
plans were drawn up for the years 1966-67, 1967-68, and 1968-69. 
There was significant growth In the number, resources and scale of 
operations of agricultural credit societies, during the period of three 
annual plans, which has been shown in the Table 4.4. 
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TABLE 4.3: PROGRESS OF AGRICULTURAL COOPERATIVE 
CREDIT SOCIETIES IN UTTAR PRADESH AT THE 
END OF THREE FIVE YEAR PLANS 
PARTICULARS 
Number of Societies 
Membership (in '000) 
Share Capita! 
Of which Government Contribution 
Statutory & Other Reserves 
Deposits 
Borrowings 
Working Capital 
Cost of Management 
Cost of Management as percentage to 
Working Capital 
1955-56 
440.06 
1403 
268.07 
-
131.31 
34.37 
407.84 
846.57 
7.80 
0.9 
1960-61 
551.31 
3340 
888.52 
73.00 
208.56 
120.95 
2200.51 
3418.54 
50.76 
1.2 
1965-66 
351.88 
5061 
1488.84 
73.00 
416.41 
294.37 
4529.68 
6729.30 
105.29 
1.5 
Source: - Cooperative Movement In Uttar Pradesh, Important 
Statistics, 1969-70, Cooperative Department, Uttar Pradesh, 
Lucknow, November, 1971 
The Table 4.4 shows an all-round progress during the period of 
three successive yearly plans. The average membership per society 
increased from 167 in 1966-67 to 191 in 1967-68 and again to 196 in 
1968-69. The share capital per society rose from Rs. 5274 in 1966-67 to 
Rs. 6348 in 1967-68 and Rs. 7109 in 1968-69. The above table 
concludes that there was an all-round progress in the working of the 
agricultural cooperative credit societies In Uttar Pradesh during three 
annual plans, before the endorsement of fourth Five Year Plan. 
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TABLE 4.4: WORKING OF AGRICULTURAL COOPERATIVE 
CREDIT SOCIETIES IN UTTAR PRADESH DURING 
THREE ANNUAL PLANS 
PARTICULARS 
Average Membership per society 
Average Share Capital per society 
Average Reserve per society 
Average Working Capital per society 
Average Loans per societ/ 
1966-67 
Rs. 
167 
5274 
1479 
23218 
13985 
1967-68 
Rs. 
191 
6348 
1738 
28194 
18766 
1968-69 
Rs. 
196 
7109 
1928 
32107 
20108 
Source: - Cooperative Movement In Uttar Pradesh, Important 
Statistics, 1969-70, Cooperative Department, Uttar Pradesh, 
Lucknow/, November, 1971 
During the Third Planning period the target was to cover 65% of 
the agriculturists by the cooperative societies. However it could not be 
achieved and only 54.80% of the total rural population engaged in 
agriculture could be covered till the end of the plan. 
Growth with stability being the keynote of the fourth plan, 
agricultural cooperatives on the one hand and consumer cooperatives 
on the other occupies a central position in the strategy of cooperative 
development. 
Some of the major lines of work in the fourth plan were in regard 
to the effective implementation of crop loan system, linking of credit 
with marketing, intensified programmes for the development of 
cooperative marketing and processing, strengthening of the resources 
of cooperative societies and banks, reduction of over dues, increasing 
support to Land Development Banks, development of consumer 
cooperative stores into a permanent link in the distributive set up of the 
country, and the increasing form of organization, particularly In 
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dairying, animal husbandr/, and fishery as part of the programmes for 
assisting the weaker sections of the community *^ ®\ 
The Table 4.5 shows the progress made by the primary 
agricultural credit societies in Uttar Pradesh during the fourth five year 
plan period, which reveals that the number of societies has gone from 
26573 in 1969-70 to 23002 in 1973-74, while the membership and 
working capital rose to from 5336 thousand to 6460 thousand and 
985274 thousand to 1512031 thousand respectively. 
TABLE 4.5: PROGRESS OF AGRICULTURAL COOPERATIVE 
CREDIT SOCIETIES IN UTTAR PRADESH DURING 
FOURTH PLAN PERIOD 
PARTICULARS 
No. of Societies 
Membership (in '000) 
Share Capital 
Of which Govt. Contribution 
Statutory & other Resen/es 
Deposits 
Borrowings 
Working Capital 
Cost of Management 
Cost of management as 
percentage to Working Capital 
1969-70 
26,573 
5,336 
208,979 
17,088 
54,442 
47,521 
674,332 
985,274 
15,513 
1.5 
1970-71 
25,922 
5,527 
219,318 
17,077 
57,924 
50,355 
726,369 
1053,966 
16,853 
1.6 
1971-72 
24,559 
5,749 
236,003 
19,289 
61,066 
47,641 
796,821 
1141,531 
18,579 
1.6 
1972-73 
23,524 
6,127 
290,089 
25,345 
64,386 
52,805 
889,884 
1387,173 
21,859 
1.6 
1973-74 
23,002 
6,460 
323,295 
27,913 
68,701 
58,089 
1061,946 
1512,031 
26,910 
1.8 
Source: - Cooperative Movement In Uttar Pradesh, Important 
Statistics, 1972-73, 1973-74, Cooperative Department, Uttar 
Pradesh, Lucknow, 1974 
During the fourth five year plan period, the nationalized banks, 
on the advice of the Reserve Bank of India, have started financing 
selected societies in the cooperative sector in ten districts of the state 
where central cooperative banks are not in a position of providing 
adequate funds to the farmers. 
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One of the important features of the fourth five year plan was the 
establishment of, "77?e Small Farmers Development Agencies'', for the 
betterment of the small farmer on the recommendation of All India 
Rural Credit Review Committee of the Reserve Bank of India. Under this 
scheme, small farmers are enrolled as members of a cooperative society 
and provided short, medium and long term credit facilities on priority 
basis. 
During fourth planning period importance was given to revitalize 
and to reorganize various cooperative institutions and their activities, 
and the target was to achieve a membership of 75% of the agricultural 
families by the cooperatives in the state. During this plan 56 
cooperative farming societies were revitalized and 49 new cooperative 
societies were organized. 
During the fifth five year plan, besides revitalizing and 
reorganizing cooperative institutions, in order to make them viable, 
special attention has been given to encourage the programme under 
Small Farmer Development Agency and Marginal Farmer Agricultural 
Labourer projects through cooperative societies in order to provide 
facilities to backward areas and weaker sections of the society. 
During the fifth planning period the government of Uttar Pradesh 
felt that the cooperative societies have to assume special importance 
for the distribution of essential commodities at reasonable prices 
especially in urban areas. The cooperative credit facility was also 
expanded and by the end of the plan the short term and medium term 
loans provided by the cooperatives were to the tune of Rs. 137.73 crore 
and Rs. 12,36 crore respectively. By the end of the plan the 
membership of village primary societies stood at 80.48 lakh covering 
57% of the agriculturists of the state. 
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During sixth planning period the Pradeshik Cooperative Marketing 
Federation, State Cooperative Banks and the Uttar Pradesh State 
Cooperative Land Development Banks assumed crucial role in building 
up a sound cooperative infrastructure in the state. During this period 
the marketing society's membership rose to 9.25 lakh with a share 
capital of Rs. 542.25 lakh and the total turnover of Pradeshik 
Cooperative Federation jumped to Rs. 351.17 crore in 1980-81. During 
this period Uttar Pradesh Cooperative Bank distributed short-term loans 
worth Rs. 400 crore. 
The short term and long term lending through cooperatives was 
Rs. 608.22 and Rs. 180.94 crore respectively in the final year of seventh 
plan, which increased to Rs. 863 and Rs. 366 crore by the end of the 
eighth plan. By the end of December 1998, i.e. during eighth plan, Uttar 
Pradesh Cooperative Bank distributed short term^ medium term and 
long term loans of Rs. 30,384 lakh, Rs. 3834 lakh and Rs. 10,178 lakh 
respectively and during this period there were 8599 primary agricultural 
credit societies with a membership of 122.46 lakh and working capital 
of Rs. 8300 lakh. 
A total outlay of Rs. 415 crore for the ninth plan period 
1997-2002 was proposed by the state level committee and it is also 
proposed to increase the short term lending in the final year of ninth 
five year plan to Rs. 2115 crore and of long term lending 
to Rs. 520 crore. During ninth plan emphasis has been on the following 
points; -
• The work of consolidation and activisation of cooperative societies 
is to be given top priority. 
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• The defunct and dormant societies should be liquidated and 
efforts should be made to make cooperative societies viable in 
such a way as to make them least dependable upon external 
financial assistance. 
• It is proposed to enhance distribution of inputs through 
cooperatives from 35% to 70% by the end of ninth plan period. 
• Emphases were laid on the development of computerized 
Management Information System so as to compile and analyze 
information in an efficient manner. 
Generally whatever assistance is sanctioned by the government 
for different programmes of cooperatives the benefit is multiplied 
because of contribution of cooperative institutions for the development 
of state; but in spite of this the experience of past plan has been that 
due to some reason or the other the funds have not been made 
available to the cooperative sector in accordance with the amount 
approved in the plan. Even when assistance is made available, it is 
disbursed in different phases with the result that the entire project is 
not implemented as a package. It is partly because of this that the 
Cooperative Movement in Uttar Pradesh is not as successful as in other 
states. Therefore, the sub core groups stressed on discontinuance of 
the schemes that are not useful and taking up of the new schemes only 
after a package for reconstitution and modernization of the cooperative 
structure is provided for. 
In short the Cooperative Movement developed fastly during 
planning period but its progress was lopsided. Qualitatively the 
movement did not witness any progress although the quantitative 
analyses based on published figures Indicate an unprecedented 
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progress of the movement. The reasons are knov/n. Most of the 
societies were started by the officials of the cooperative department to 
plan their bosses and others were organized by politicians for their 
personal gain, 
THE COOPERATIVE LAW 
The Cooperative Societies Act of 1912 governs the working of the 
cooperative Societies in this state, which is still in force with a few 
modifications made from time to time by the State government and was 
revised in 1997. The present Cooperative Societies Act of 1997 
embodies only main principles and the matter of details has been 
provided In the rules framed by the local government. Any person 
desirous of knowing the law that regulates the working of cooperative 
societies In the state has to refer to the Act and to the rules in force In 
the state. The Registrar of Cooperative Societies issues circulars for the 
guidance of societies but these circulars do not have the force of law. 
They are at best executive instructions intended for the guidance of 
cooperative societies in their Internal affairs. Every cooperative society 
again frames its own by-laws for the regulation of Its affairs. 
REGISTRATION OF A SOCIETY 
Under the Act, a society formed-wlth the object of promoting the 
economic interest of Its members may be registered. To prevent the 
formation of capitalist concerns on a larger scale the membership of 
societies under the Act Is confined to the agriculturists, artisans and 
persons of limited means. Cooperative principles are clearly defined, 
which include: -
U6 
a) Advancement of economic interest of the members in accordance 
with public morals, decency and the relevant directive principles 
of state policy enunciated in the constitution of India; 
b) Regulation and restriction of profit motive; 
c) Promotion of thrift, mutual aid and self help; 
d) Voluntary membership; and 
e) Democratic constitution of the society. 
NATURE OF LIABILITIES 
A society registered as a cooperative society with limited or 
unlimited liability: provided that a society having another Cooperative 
Society as its ordinary member shall be registered only with limited 
liability. 
i. The number of applicants, who are to be ordinary members of 
the society, is not less than 10, if all the applicants are 
individuals, and is not less than 5 in all other cases. In both the 
cases, the members must be of the age of 18 or over, 
ii. If the object of the society is the creation of funds to be lent to 
its members, the members must be residents of a compact area 
like the town or village or groups of villages. 
FORMALITIES OF REGISTRATION 
Two Signed copies of the proposed bye-laws should accompany 
an application, signed by at least 10 persons In the prescribed form. 
The Registrar shall examine the application and byelaws In order to 
satisfy himself: -
a) That the application and the bye-laws are in conformity with the 
Act and the rules; 
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b) That the bye-laws are suitable for carrying out the objects of the 
society; 
c) That the proposed bye-laws are not inconsistent with the 
provision of this Act and the rules; and 
d) That the proposed society complies with the requirement of rules 
in regard to the existence of any condition in general or for the 
class of societies to which the particular society belongs and with 
the requirement of sound business and has reasonable chance of 
success. 
When the society has been registered the Registrar shail send to 
the society, a certificate of registration in a prescribed form, a certified 
copy of the registered byelaws and a copy of the Act and the, rules 
under the act. 
The certificate is conclusive evidence of registration of the society 
and none can thereafter challenge the registration of the society for any 
defect in procedure. 
RIGHTS AND LIABILITIES OF MEMBERS 
A cooperative may in addition to ordinary members, have the 
following kinds of members: -
a) Sympathizer Members: - A person, who is genuinely 
interested in the promotion of the objects of the society or in the 
welfare of the member workers, comes under this category. 
b) Nominal Members: - A person with whom the cooperative 
society has or proposes to have business dealings may be 
admitted as nominal member. 
c) Associate members: - Any individual including a minor who is 
seasonal or temporary worker or apprentice in the business of the 
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society or who is otherwise interested in such business may be 
admitted as an associate member. 
All the above members (including ordinary members) cannot 
exercise the right of membership unless and until he has made payment 
to the society in respect of membership fee, if any, and be subject to 
such liabilities of a member, as may be specified in the bye-laws of the 
society, or the rules. 
DUTIES AND PRIVILEGES OF THE SOCIETY 
Registered societies must have an address registered in 
accordance with rules to which notices and communications are sent. 
Ever/ society is also bound to keep a copy of the Act in force in the 
state, of the rules and its own bye-laws open to inspection at all 
reasonable times at the office of the society. A society is bound to 
submit its accounts ever/ year for audit, which the Registrar may get 
done by a firm authorized by him or by a departmental auditor. A 
society is bound to maintain the following registers as laid down in the 
rules: -
a. Minute book, 
b. Register of members^  
c. Cash book/ 
d. A ledger, 
e. Such other registers as may be approved by the Registrar. 
After registration, a society becomes a privileged body possessing 
and enjoying advantages denied to other combinations of people. These 
advantages are: -
1^9 
i. It has the privilege to hold property, to enter into contracts, to 
institute and defend suits or legal proceedings, 
ii. It is exempted from income tax, stamp duty, registration and 
court-fees, 
iii. There is no provision of auditing i.e. it is almost free, 
iv. The society has a privilege to the claims of every other creditor 
except the landlord and government in respect of land revenue 
rent etc. 
v. The Act makes it obligatory on the society and its members to 
refer any dispute between them to arbitration and the jurisdiction 
of the civil court is barred. 
COOPERATIVE INFRASTRUCTURE AND BASIC DATA 
IMPORTANT STATISTICS OF UTTAR PRADESH 
Important statistics of Uttar Pradesh regarding its population, 
districts, Tahsils, Towns, and Blocks are mentioned in Table 4.6. The 
data given in Table 2.7 includes Uttaranchal state, which has been 
separated from Uttar Pradesh in the year Nov, 2000. After this 
separation Uttar Pradesh has only 70 districts instead of 83, which is 
constituted of 15 division, 298 tahsils and 809 towns. 
India achieved Independence in the year 1947 and the Planning 
Commission was set up in the year 1951, From that period till now the 
Government of India set up Nine Five years plans (including few annual 
plans) and set up a Tenth Five Year Plans in the year 2002. The overall 
expenditure of the government of Uttar Pradesh during this planning 
period for the state as well as for cooperative sector is presented in 
Table 4.7. 
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TABLE 4.6: IMPORTANT STATISTICS OF UTTAR PRADESH 
ITEMS 
Population 
Division 
Districts 
Tahsils 
Towns 
Blocks 
Agriculture 
a. Net area sown 
b. Area sown 
more than one 
c. Net area 
irrigated 
Production Of 
Agricultural 
Commodities 
a. Food grains 
b. Sugarcane 
c. Potato 
d. Oilseeds 
UNIT 
Lakh 
No. 
No. 
No. 
No. 
No. 
Lakh Hectare 
Lakh Hectare 
Lakh Hectare 
Lakh MT 
Lakh MT 
Lakh MT 
Lakh MT 
PERIOD 
1991 
1998 
1998 
1998 
1991 
1998 
1994-95 
1994-95 
1994-95 
1998-99 
1995-96 
1995-96 
1995-96 
PARTICULARS 
1391 
19 
83 
348 
702 
904 
173 
84 
117 
381.04 
1099 
70 
14 
Source: • Cooperatives In Uttar Pradesti, statistical profile, 
1997, Uttar Pradesh Cooperative Union, Lucknow, Uttar 
Pradesh and Statistical Dairy, 2000, Economic and 
Statistical Department, State Planning Institute, 
Lucknow. (MT - Metric Tonnes) 
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TABLE 4.7: EXPENDITURE ON COOPERATIVES DURING THE 
PLANNING PERIOD IN UTTAR PRADESH 
PLANS 
FIRST l=YP 
SECOND FYP 
THIRD FYP 
FOURTH FYP 
FIFTH FYP 
SIXTH FYP 
SEVENTH FYP 
EIGHTH FYP 
NINTH FYP 
Do 
PERIOD 
1951-56 
1956-61 
1961-66 
1969-74 
1974-79 
1980-85 
1985-90 
1992-97 
1997-99 
99-2000 
EXPENDITURE 
OVERALL 
(Rs Crore) 
1,53 
2,33 
5,61 
4,55 
29,09 
65,94 
1,19,49 
2,16,80 
1,20,31 
65,69 
COOPERATIVE 
SECTOR (Rs Lakh) 
1,31 
4,14 
8,06 
21,27 
32,27 
82,28 
2,09,01 
69,17 
17,18 
3,89 
FYP: Five Year Plan 
Source: - Statistical Diary, 2000, Economics & Statistics 
Department, State Planning Institute, Lucknow, Uttar 
Pradesh. 
TYPES OF COOPERATIVE SOCIETIES IN UTTAR PRADESH 
The cooperative society in Uttar Pradesh has been divided into 
three heads and various subheads. These are: -
1. Apex Societies 
a. Credit Societies 
b. Non credit Societies 
2. Central Societies 
a. Credit Societies 
b. Non Credit Societies 
3. Primary Societies 
a. Agricultural Credit Societies 
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b. Agricultural Non Credit Societies 
c. Non Agricultural Credit Societies 
d. Non Agricultural Non Credit Societies 
On March, 2000, there were 10 apex societies, 273 central 
societies and 20028 primary societies in Uttar Pradesh. The progress 
and performance of Cooperative Movement in Uttar Pradesh from the 
year 1970-71 to 1999-2000 is given in Table 4.8. In this chapter the 
history and growth of Cooperative Movement in India as well as in Uttar 
Pradesh has been discussed and the next chapter deals with 
Cooperative Marketing In India. 
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CONCLUSION 
Cooperative Movement In the state of Uttar Pradesh has been 
growing from the beginning of the last century. Despite a slow 
progress, it has been a patronage for the people of the state by 
providing support to the economic development as well as economic 
transformation of the state. 
Before the spread of Cooperative Movement in the state, the 
rural credit system was unorganized and most of the farmers depended 
on the rural moneylenders and landlords who used to exploit them in 
one way or other. For this the need of an organized credit system was 
felt necessary and thus Mr. Dupernex recommended for establishing 
banks on cooperative lines for the state on the basis of Raiffeisen 
principles, in the year 1900. 
As per recommendation of Mr. Dupernex, few societies were 
started, but the result was very poor. After certain modifications on the 
basis of Mr. Dupernex and others report the Government of India 
enacted Cooperative Societies Act, 1904 so as to make the availability 
of credit for farmers on lower rate of interest. 
The another landmark in the growth of Cooperative Movement in 
Uttar Pradesh was the beginning of Provincial Conference of 
Cooperatives, 1908-09, which remedied the bottlenecks of the 1904, 
Act and the new Act of 1912 was enacted. 
In the year 1926, Oakden Committee submitted its reports, with 
the suggestions regarding the audit, supervision, working management 
of the cooperative orqavazaXxon, and further made recommendatxons for 
the non credit sector, which remained deplorable during the period. 
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The great depression of i930's results a poor impact on the 
Movement in the state and the business of cooperative credit societies 
remained ver/ low. But the broke out of Second World War in 1939 
raised the prices of agricultural produce and lands, which resulted in 
almost doubling the repaying capacity of the farmers. Hence the 
business of primary agricultural credit societies increased and the 
Cooperative Movement in the state also improved. 
In the year 1944, a committee was set up under the 
chairmanship of Prof. D. R. Gadgil, which opined for the establishment 
of agricultural credit cooperatives for the financial requirements of 
cooperative institutions. Besides, Multipurpose societies also had been 
started which undertakes the various activities of cooperation other 
than just providing credit. 
India got political independence in the year 1947 and after that a 
planning era came into existence which had provided strength to the 
cooperative sector of the state. 
The first five year plan endorsed the recommendation of 
Cooperative Planning Committee, which resulted In significant growth in 
the number, resources and scale of operations of agricultural credit 
societies in Uttar Pradesh. This period was packed with events of great 
social and economic significance to the state because in the year 1955, 
the Pilot Project Scheme was started in collaboration with the Planning 
and Research Institute, for the reorganization of rural credit. 
The second and third five year plan laid emphasis on the 
economic development on cooperative lines through various branches 
of economic and social life. While during the fourth plan importance 
156 
was given to revitalize and to reorganize cooperative institutions and its 
activities. 
During the fifth planning period, the government of the state of 
Uttar Pradesh assumes special importance for the distribution of 
essential commodities at reasonable prices, and encourages the Small 
Farmers Development Agency and Marginal Farmer and Agricultural 
labourer projects through cooperatives in order to provide facilities for 
economic and social development. 
The performance of the Movement from sixth to eighth plan was 
not as remarkable as it was needed. So for this a total outlay of 
Rs, 415 crore ^was proposed for the ninth plan period, in order to 
increase the short term and long term lending. 
Despite al) this, the Cooperative Movement in the state is not as 
successful as in other states, because it has suffered from bureaucracy, 
political ups and downs in the state, which used the cooperatives as a 
springboard for sitting in the ruling government offices. Besides, 
cooperative education, training and research are most neglected fields 
today, which must need proper attention of the cooperators. 
Before summing up, it may suggested for a drastic surgery of the 
Cooperative Movement in the state of Uttar Pradesh, which has been 
sidelined since 1991 in the name of newly accepted New Economic 
Policy for the free economy. This can be possible only when the 
cooperatives are completely free from the bureaucrats and 
governments to avert excessive controls. 
^ ^ ^ ^ ^ 
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CHAPTER FIVE 
COOPERATIVE MARKETING IN UHAR PRADESH 
^ • * 
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Cooperative Marketing In Uttar Pradesh 
I^ arl<eting cooperatives in Uttar Pradesh are next to agricultural 
credit. The main objective of promoting marketing cooperatives in the 
state was to support the primary agricultural credit societies and in turn 
help the small and medium farmers by providing timely marketing 
facilities. 
The organizational structure of marketing cooperatives in Uttar 
Pradesh is of three tiers in nature: -
• At apex level state cooperative marketing federation; 
• Central / District federations at district level; and 
•:* Primary marketing cooperative societies at block / taluka level. 
Organization of cooperative marketing societies in each market 
was taken up on the basis of rural credit survey recommendation in the 
second five year plan to eliminate malpractices and ensure reasonable 
price to the agriculturists. However, because of formation of marketing 
Committee and improvement in the means of transportation, the 
business of marketing societies has been adversely affected because of 
the competition of private traders. As apex of the marketing societies, 
there is Uttar Pradesh Cooperative Federation, which markets 
agricultural produce by market intervention as and when needed. 
Coming to the state cooperative marketing federation it is found 
that in the year 1960-61, the business share of state cooperative 
marketing federation of Uttar Pradesh to that of total country was 
23.5%, which decreased to 10.2% in 1965-66. This figure Increased to 
14% in 1973-74 and came down to 13.4% in 1997-98.The figure 
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further moved to 16.3% in 1984-85 and remained the same in the year 
1989-90. 
Similarly in the year 1965-66, the share of district cooperative 
federation of Uttar Pradesh to that of total country was 7.92%, which 
decreased to 7% in the year 1973-74 and further fell to 6.6% in 
1997-98. This figure further rose to 8% in 1984-85 but again slumped 
to 4.4% in 1989-90. 
Finally coming to the primary cooperative marketing societies, it 
is observed that in the year 1960-61, the business share of primary 
cooperative marketing societies of Uttar Pradesh to that of total country 
was 6%, which came down to 4% in the year 1965-61 and further 
decreased to 3% In the year 1989-90. 
The overall progress and performance of primary cooperative 
marketing societies, district cooperative marketing federation and state 
cooperative marketing federation of Uttar Pradesh has been illustrated 
in Tables 5.1 (A) & (B), 5.2, 5.3 respectively. 
During the year 1991-92, the membership of district cooperative 
federation and primary cooperative marketing societies reached 24769 
and 918513 respectively with a paid up share capital of 
Rs. 478.12 lakh and 1235.64 lakh, and working capital of 
Rs. 2932.97 lakh and 4308.90 lakh ^^l 
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TABLE 5.1(A): PROGRESS AND PERFORMANCE OF PRIMARY 
COOPERATIVE MARKETING SOCIETIES (All) OF 
UTTAR PRADESH 
PARTICUURS 
Number Of Societies 
Membership 
Paid Up Share Capital 
(Rs. Thousand) 
Working Capita! 
(Rs. Thousand) 
Value Of Agricultural 
Produce Marketed 
(Rs. Thousand) 
Total Business Turnover 
(Rs. Thousand) 
1960-61 
453 
478054 
7925 
20816 
74469 
74767 
1973-74 
241 
884501 
22762 
96315 
118839 
151550 
1984-85 
276 
921000 
52208 
232000 
155778 
407181 
1989-90 
314 
936000 
60400 
290700 
NA 
835100 
Source: -Analytical Study Of Marketing Cooperatives In India 
(1960-61 to 1990-91), Data Series, xi - xvi. National 
Resource centre. National Cooperative Union Of India, New 
Delhi, pp 47-59. 
Perusal of the Table 5.1 (A) shows that during the period 
1960-61 to 1989-90, the number of primar/ cooperative marketing 
societies increase from 453 to 314, due to which the membership of 
these societies also increase from 478054 to 936000 for the same 
period. Paid up share capital and working capital also increased from 
Rs. 7925 thousand to Rs. 60400 thousand, and from 
Rs. 20816 thousand to Rs. 290700 thousand for the above period. Due 
to result of this, the turnover of all primary cooperative marketing 
societies shows a growth of more than 11 times in the year 1989-90. 
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TABLE 5.1 (B): PROGRESS AND PERFORMANCE OF PRIMARY 
COOPERATIVE MARKETING SOCIETIES 
(General Purpose) OF UTTAR PRADESH 
PARTICULARS 
Number Of Societies 
Membership 
Paid Up Share Capital 
(Rs. Thousand) 
Working Capital 
(Rs. Thousand) 
Value Of Agricultural 
Produce Marketed 
(Rs. Thousand) 
Total Business Turnover 
(Rs. Thousand) 
1960-61 
220 
789073 
17723 
48856 
86947 
102626 
1973-74 
230 
827000 
30760 
136853 
201506 
334168 
1984-85 
256 
918000 
53218 
NA 
NA 
0 
1989-90 
257 
93000 
59900 
288100 
NA 
827300 
Source: - Analytical Study Of Marketing Cooperatives In India 
(1960-61 to 1990-91), Data Series, xi - xvi, National 
Resource Centre, National Cooperative Union Of India, New 
Delhi, pp 60-70. 
NA- Not Available 
Perusal of the above Table 5.1 (B) shows that during the 
period 1960-61 to 1989-90, the number of primary cooperative 
marketing societies (general purpose) Increase from 220 to 257, due to 
which the membership of these societies decrease from 789073 to 
93000 for the same period. Paid up share capital and working capital 
also increased from Rs. 17723 thousand to Rs. 59900 thousand, and 
from Rs. 48856 thousand to Rs, 288100 thousand for the above period. 
Due to result of this, the turnover of all primar/ cooperative marketing 
societies (general purpose) shows a growth of around 11 times in the 
year 1989-90. 
163 
TABLE 5.2: PROGRESS AND PERFORMANCE OF DISTRICT 
COOPERATIVE MARKETING FEDERATION (All) OF 
UTTAR PRADESH 
PARTICULARS 
Number Of Societies 
Membership 
Paid Up Share Capital 
(Rs. Thousand) 
Working Capital 
(Rs. Thousand) 
Value Of Agricultural 
Produce Marketed 
(Rs. Thousand) 
Total Business Turnover 
(Rs. Thousand) 
1960-61 
84 
12877 
2143 
25900 
NA 
45493 
1973-74 
51 
4408 
4121 
122394 
NA 
127744 
1984-85 
53 
10528 
17900 
218902 
223800 
385161 
1989-90 
64 
21000 
24800 
215400 
254200 
254200 
Source: - Analytical Study Of Marketing Cooperatives In India 
(1960-61 to 1990-91), Data Series, xi - xvi. National 
resource Centre, National Cooperative Union of India, New 
Delhi, pp 73-83 
NA - Not Available 
Perusal of the Table 5.2 shows that during the period 
1960-61 to 1989-90, the number of district cooperative marketing 
federation decrease from 84 to 64, despite this the membership of 
these societies increase from 12877 to 21000 for the same period. Paid 
up share capital and working capital also increased from 
Rs. 2143 thousand to Rs. 24800 thousand, and from Rs. 25900 
thousand to Rs. 215400 thousand for the above period. Due to result of 
this, the turnover of district cooperative marketing federation shows a 
growth of around 6 times In the year 1989-90. 
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TABLE 5.3: PROGRESS AND PERFORMANCE OF STATE 
COOPERATIVE MARKETING FEDERATION (All) 
OF UTTAR PRADESH 
PARTICULARS 
Number Of Societies 
Membership 
Paid Up Share Capital 
(Rs. Thousand) 
Working Capital 
(Rs. Thousand) 
Value Of Agricultural 
Produce Marketed 
(Rs. Thousand) 
Total Business Turnover 
(Rs. Thousand) 
1960-61 
1 
125 
3256 
41407 
74041 
143621 
1973-74 
2 
478 
6854 
675021 
255334 
807724 
1984-85 
1 
310 
138504 
2262997 
1667000 
5341000 
1989-90 
1 
310 
215208 
829719 
792800 
8259100 
Source: - Analytical Study Of Marketing Cooperatives In India 
(1960-61 to 1990-91), Data Series, xi - xvi, National 
resource Centre, National Cooperative Union Of India, New 
Delhi, pp 86-96. 
Perusal of the Table 5.3 shows that during the period 
1960-61 to 1989-90, the number of state cooperative marketing 
federation remains the same, but the membership increase from 125 to 
310 for the same period. Paid up share capital and working capital 
made a remarkable growth from Rs. 41407 thousand to 
Rs. 215208 thousand, and from Rs. 41407 thousand to 
Rs. 829719 thousand for the above period. Due to result of this, the 
turnover of state cooperative marketing federation shows a huge 
growth of around 57 times in the year 1989-90. 
As on March, 1994, there were 266 Marketing Societies in Uttar 
Pradesh having a membership of 918513 members. The overall 
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progress and performance of cooperative marketing societies in Uttar 
Pradesh from 1982-83 to 1993-94 has been illustrated in Table 5.4. 
TABLE 5.4: PROGRESS AND PERFORMANCE OF UTTAR PRADESH 
COOPERATIVE MARKETING SOCIETIES FROM 
1982-83 TO 1993-94 (Rs. In Lakh) 
I 
Year 
1982-83 
1985-86 
1989-90 
1990-91 
1991-92 
1992*93 
1993-94 
Membership 
901326 
912661 
918513 
918513 
918513 
918513 
918513 
Paid-up 
Share 
Capital 
502.02 
800.20 
1183.90 
1218.27 
1235.64 
1264.98 
1284.92 
Deposits 
461.36 
490.36 
646.01 
668.48 
700.38 
750.94 
730.44 
Working 
Capital 
2252.03 
2918.24 
4074.88 
4201.08 
4308.90 
4649.35 
4696.19 
Borrowing 
755.02 
1090.13 
1578.81 
1667.97 
1746.09 
1966.70 
1969.65 
Sales 
4194.24 
3514.59 
3254.18 
4892.21 
3997.07 
4429.93 
4188.27 
Source: - Cooperatives In Uttar Pradesh, Statistical Profile, 
1998, Uttar Pradesh Cooperative Union, Lucknow, Uttar 
Pradesh, p.82. 
During 1991-92, cooperatives in Uttar Pradesh marketed 
agricultural produce approximately of Rs. 1958.11 crore, which rose to 
Rs. 3331.63 crore in the year 1997-98. The overall progress of 
cooperative marketing in the state from the year 1991-92 to 1997-98 is 
given in Table 5.5. 
On comparing this data of Uttar Pradesh with the data of India, 
which is Rs. 6502.20 crore in 1991-92 and Rs. 12007.80 crore in 
1997-98, it is found that the percentage of agricultural produce 
marketed by Uttar Pradesh marketing cooperatives to that of India is 
30.12% in 1991-92 and 27.75% in 1997-98, which is the highest 
among the other state's percentage to that of India. 
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TABLE 5.5: AGRICULTURAL PRODUCE MARKETED BY 
COOPERATIVES IN UTTAR PRADESH FROM 
1991-92 TO 1997-98 
YEAR 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
VALUE OF AGRICULTURAL PRODUCE 
MARKETED ( Rs. Crore) 
1958.11 
1411.14 
1986.57 
2712.34 
3937.97 
3300.13 
3331.63 
Source: - National Cooperative Development Corporation, 
Annual Reports, 1992-93 To 1999-2000. 
UTTAR PRADESH STATE HORTICULTURAL COOPERATIVE 
MARKETING FEDERATION 
Fruits and vegetables piay an important role both in terms of 
economic and social values for improving Income and nutritional 
standards of rural masses. The major task is to increase their 
productivity, contain post harvest loss and create marketing 
infrastructure and also processing facilities. 
National Cooperative Development Corporation is supporting 
these activities in cooperative sector and encouraging establishment of 
large fruits & vegetables marketing and export projects involving 
modern technology. In tune with the policy of Government Of India, 
National Cooperative Development Corporation is according high priority 
to the development of horticulture in the cooperative sector of the 
country. It is continuing to assist cooperatives for marketing and 
processing of fruits 8t vegetables under its various schemes. Assistance 
is also extended in collaboration with the National Horticulture Board for 
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post harvest management aspects of horticulture crops to cooperatives 
for marketing and retailing of fruits & vegetables. 
As far as the marketing of fruit & vegetables through 
cooperatives in Uttar Pradesh is concerned, it is described in Table 5.6, 
which shows that in Uttar Pradesh the marketing of fruits & vegetables 
amounts to Rs 0.17 lakh for the last ten years except Rs 5.06 lakh in 
the year 1997-98. 
Uttar Pradesh State Horticultural Cooperative Marketing 
Federation, which comes under the supervision of National Horticultural 
Board, is an organization of producers and exporters of Fruits & 
Vegetables. The federation was established in 1992 with a paid up 
capital of US $ 1 million, is situated in the North Indian state of Uttar 
Pradesh—the largest producer of fruits & vegetables in India. 
TABLE 5.6: MARKETING OF FRUITS & VEGETABLES BY 
COOPERATIVES IN UTTAR PRADESH FROM 
1991-92 TO 1999-2000 
YEAR 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
AMOUNT (Rs. In Lakh) 
0.17 
0.17 
0.17 
0.17 
0.17 
0.17 
5.06 
0.17 
0.17 
Source: • National Cooperative Development Corporation, 
Annual Reports from 1991-92 To 1999-2000. 
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OBJECTIVES 
The main objectives of the Uttar Pradesh State Horticultural 
Cooperative Marketing Federation are as listed below: -
• Facilitate and promote cooperative marketing of fresh and 
processed horticultural products to benefit the producer. 
• Enhance production & procurement of fresh and processed 
horticultural products and promotion of horticultural cooperative 
societies for the benefit of producers. 
• Extend necessary help in technical, administrative, financial and 
other areas to member societies. 
MEMBERSHIP AND ACTIVITIES 
According to the latest data of 2000-2001, there are 250 primary 
horticultural cooperative marketing societies In Uttar Pradesh, operating 
at the village level consisting of over 5000 members. For these 
societies, Uttar Pradesh State Horticultural Cooperative Marketing 
Federation has assigned the following activities: -
1. Strengthening primary horticultural cooperative marketing 
societies and cooperative marketing network; 
2. Provide technical guidance/ Inputs to producer member; 
3. Promotion of infrastructure development; 
4. Pre & post harvest management training for producer members; 
5. Study tours for producer members; 
6. Market Information dissemination; 
7. Logistic support for distant marketing; 
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8. Domestic trade of horticultural products; 
9. Export promotion of main horticultural products of the state; 
10. Participation In National & International fairs and buyer-seller 
meets. 
ORGANIZATIONAL STRUCTURE OF UTTAR PRADESH STATE 
HORTICULTURAL COOPERATIVE MARKETING FEDERATION 
As far as the organizational structure of Uttar Pradesh State 
Horticultural Cooperative Marketing Federation is concerned. It is of two 
tier in nature I.e. Uttar Pradesh State Horticultural Cooperative 
Marketing Federation on the apex and primary horticultural cooperative 
marketing society at the base level. The organizational structure of 
Uttar Pradesh State Horticultural Cooperative Marketing Federation is 
depicted In Figure 5.1. 
FIGURE 5.1: ORGANIZATIONAL STRUCTURE OF UTTAR 
PRADESH STATE HORTICULTURAL COOPERATIVE 
MARKETING FEDERATION 
UPSHCMF 
t t 
PHCMS 
Out of total number of 250 primary horticultural cooperative 
marketing societies In the state of Uttar Pradesh, there are 119 Primary 
Horticulture Marketing Societies in Eastern Uttar Pradesh. Lists of these 
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societies in Eastern Uttar Pradesh (division wise) are listed below in 
Table 5.7. 
Though Uttar Pradesh State Horticultural Cooperative Marketing 
Federation started its operation in the year 1992, it has membership of 
119 societies (Eastern Uttar Pradesh), but most of these societies are 
working only on paper and only a few societies which are situated in 
Lucknow or Western area of the state are engaged in the cooperative 
marketing of horticultural produce, particularly fruits. 
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TABLE 5.7: NUMBER OF PRIMARY HORTICULTURAL 
MARKETING SOCIETIES IN EASTERN UTTAR 
PRADESH 
DISTRICT/DIVISION 
Allahabad 
Fatehpur 
Pratapgarh 
Allahabad Division 
Azamgarh 
Ballia 
Maunathbhanjan 
Azamgarh Division 
Basti 
Siddarthnagar 
Basti Division 
Baharaich 
Gonda 
Shrawasti 
Devipatan Division 
Ambedkarnagar 
Faizabad 
Sultan pur 
Faizabad Division 
Gorakhpur 
Kushinagar 
Maharajganj 
Gorakhpur Diviion 
Mirzapur 
Mirzapur Division 
Ghazipur 
Jaunpur 
Vara nasi 
Varanasi Division 
TOTAL 
NUMBER OF SOCIETIES 
38 
19 
03 
60 
01 
01 
02 
05 
01 
03 
04 
15 
01 
01 
17 
01 
01 
02 
04 
02 
05 
03 
10 
02 
02 
12 
02 
03 
17 
119 
Source: - Through Personal Investigation and Discussion with the 
Officials of the District Cooperative Societies 
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CONCLUSION 
In the state of Uttar Pradesh, there was previously no marked 
tendency towards the cooperative marketing of agricultural 
commodities. Solitary institutions existed here and there and worked 
independently. 
Actually, the development of cooperative marketing in the state 
commenced in the late 30's, with the constitution of the Directorate of 
Marketing and Inspection at the Centre, and on the recommendations 
of the Royal Commission for Agriculture, 
The state government neglected the cooperative marketing 
institutions upto the first five year plan, as no specific targets were laid 
down for the betterment of this section of the Cooperative Movement. 
In the State Ministers Conference, 1955, special attention was given to 
Marketing Cooperatives and it was recommended that within next 15 
years, 50% of the total agricultural business; credit, marketing and 
processing should be on Cooperative lines. 
With the introduction of Pilot Project Scheme in the state, the 
area of operation of the marketing society extends and the main 
activities of the society were the marketing of member's produce and 
the provision of warehousing facilities. 
For the farmers of the state, a cooperative society was merely a 
loan society which serves their credit needs. In order to bring desired 
socio-economic change, it was needed to link credit with non credit 
activities, which serves the total needs of the farmers and to increase 
their earning capacity and solvency. For this, during second plan it was 
recommended to link credit with marketing. In order to make the 
marketing societies a viable unit. 
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In the third five year plan, an important place was given to 
cooperation as a major form of organization in many branches of 
economic activity especially in the cooperative marketing, and to rebuild 
an efficient structure for the conjunction with cooperative credit. 
During the fourth and fifth plan emphasis was laid on the 
consolidation and strengthening of agricultural marketing societies, 
especially of the primary societies. 
The perusal of the chapter reveals that the share of Uttar Pradesh 
to that of total country regarding turnover of marketing cooperatives, 
which was 7.92% during the third plan decreased to 4.4% at the end of 
the seventh plan. Similariy, the business share of primary cooperative 
marketing societies, decrease to 3% in seventh plan from the mark of 
6% of second plan. In the year 1990-91, the Uttar Pradesh share 
regarding the marketing of agricultural produce was 29% to that of 
total country, which share decrease to around 27% at the end of year 
1997-98. 
The above figure shows that the performance of marketing 
cooperatives in the state of Uttar Pradesh is not upto a satisfactory 
level. The reason for this is the less attention is paid towards the 
primary marketing cooperatives which are the backbone of marketing 
cooperative organization. 
Since the liberalization of the economy has changed the economic 
structure of the country and withdrawing of protective support from the 
government, it is admitted that the role and vision of marketing 
cooperatives in the present economic situation be guide by the global 
socio-economic trends. 
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The marketing cooperatives have to work in the interest of the 
member farmers by: -
• Providing bet ter prices for the produce of members , 
•> Obtaining fast and accurate market in format ion, 
• Maximizing sales and procurement operation, 
•:* Effectively utilizing collective purchasing, etc. 
But before achieving all these, they have to remove all obstacles 
coming in their v/ay by properly restructuring their business activities. 
Unless until, these obstacles are removed, there is very little hope for 
the marketing cooperatives of the state, to survive and prosper in this 
new economic environment. 
Since the topic of the study, "A Study Of Agricultural 
Marketing Cooperatives in Uttar Pradesh", - With special 
reference to Eastern region, is concerned to the eastern region of 
the state that is why findings will concentrate only on this region, in 
subsequent chapters. 
This chapter has reviewed the growth and performance of 
cooperative marketing in Uttar Pradesh. The next chapter has examined 
the profile of the agricultural marketing cooperatives in eastern Uttar 
Pradesh. 
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A P r o ^ e Of Agricultural Marketing Cooperatives 
0£ Eastern Uttar Pradesh 
In this research woric on agricultural marketing cooperatives, 
special emphasis is given to the primary cooperative marketing societies 
and horticultural produce, because it has been found that throughout 
the country, vegetable and fruit production has received a low priority. 
The reason being partially, state was in deficits in grains and secondly, 
because marketing of fruits & vegetables has not been given due 
attention in the state plans. 
Nature has endowed Uttar Pradesh with her all grace such as the 
highly fertile land, the conducive climate and the bountiful water 
resources. The variation of temperature across the state has yielded 
different types of fruits & vegetables. Virtually, Uttar Pradesh is the 
state with the highest production of fruits & vegetables, both In terms 
of acreage and production. Though horticultural has been giving 
substantial returns to the economy of the nation, very little attention 
has been paid to this field. Of late, a new fillip has been given to 
rejuvenate this neglected sector. 
More strikingly, the farmers engaged in fruits & vegetables 
cultivation get a fringe share of the price paid by consumers. The 
studies conducted in various paris of the country reveal that 
intermediaries make abnormal profits at the cost of producer on 
account of their perishable nature of produce. So In this regard, it 
becomes necessar/ to analyze cost of marketing, grower's share and 
various market problems that the growers of the area face and their 
solution so that their production can be taken up in a big way. 
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In the area of study there are only eight divisions of Eastern Uttar 
Pradesh having 29 districts. The names of divisions as well as districts 
as on March 2000 are given below in Table 6.1. 
TABLE 6.1: NAME OF DIVISION AND DISTRICTS OF EASTERN 
UTTAR PRADESH 
DIVISION 
ALLAHABAD 
AZAMGARH 
BASTI 
DEVIPATAN 
FAIZABAD 
GORAKHPUR 
MIRZAPUR 
VARANASI 
DISTRICTS 
Allahabad 
Fatehpur 
Kaushambi 
Pratapgarh 
Azamgarh 
Ballia 
Maunathbhanjan 
Basti 
Sant Kabirnagar 
Siddarthnagar 
Bahraich 
Balrampur 
Gonda 
Shrawasti 
Ambedkarnagar 
Barabanki 
Faizabad 
Sultanpur 
Deoria 
Gorakhpur 
Kushinagar 
Maharajganj 
Mirzapur 
Ravidasnagar 
Sonbhadra 
Chandauli 
Ghazipur 
Jaunpur 
Varanasi 
TAHSILS 
7 
3 
3 
4 
7 
6 
4 
3 
3 
5 
4 
3 
4 
3 
5 
6 
4 
6 
5 
7 
4 
4 
4 
2 
3 
3 
5 
7 
2 
BLOCKS 
20 
13 
08 
16 
22 
17 
09 
13 
07 
13 
12 
09 
16 
07 
09 
16 
10 
22 
15 
19 
14 
12 
12 
05 
08 
09 
16 
21 
08 
Source: - Statistical Diary, 2000, Economics & Statistics 
Department^ State Planning Institute, Lucknow, Uttar 
Pradesh, pp 52-55. 
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The marketing cooperatives, which are selected for the purpose 
of this study, are agricultural marketing cooperative society/ 
federations, which deal with agricultural goods, like; Sale & Purchase 
Cooperative Society and Uttar Pradesh State Horticultural Cooperative 
Marketing Federation. It deals with food grains, agricultural inputs and 
fruits and vegetables. 
Table 6.2 highlights the business of marketing societies (division 
wise), from the year 1994-95 to 1997-98. 
From Table 6.2 it is evident that in at! the eight divisions, the 
turnover has decreased from 1994-95 to 1997-98, which means the 
business of marketing societies of Eastern Uttar Pradesh has been 
deteriorating year after year. For Allahabad division the deterioration in 
terms of percentage is 25.89%, for Azamgarh division 13.87%, for Basti 
division it stands at 5.4%, for Devipatan division it is 57.52%, for 
Faizabad division 25.45%, for Gorakhpur division 2.45%, for Mirzapur 
division 8.83% and for Varanasi it is 42.51%. 
Out of these eight divisions, Devipatan has been worst affected 
due to the poor working of agricultural marketing cooperatives followed 
by Varanasi and Allahabad, on second and third place. 
When we compare this data of marketing societies of Eastern 
Uttar Pradesh to that of total state, which was Rs. 11102.81 Lakhs in 
1994-95, Rs. 9778,57 Lakhs in 1995-96 and Rs. 7646.48 Lakhs in 
1997-98, it is found that its total business turnover was 11.5% in the 
year 1994-95,15.65% in 1995-96 and 29.96% in 1996-97 respectively. 
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TABLE 6.2: TOTAL BUSINESS OF MARKETING SOCIETIES FROM 
1994-95 To 1997-98 In Rs. Lakhs 
DISTRICT/ 
DIVISION 
Allahabad 
Fateiipur 
Kaushmbi 
Pratapgarh 
ALLAHABAD DIV. 
Azamgarh 
Ballia 
Maunatiibhanjan 
AZAMGARH DIV. 
Basti 
Santkabirnagar 
Siddharthnagar 
BASTI DIV. 
Bahraich 
Balrampur 
Gonda 
Srawasti 
DEVIPATAN DIV. 
Ambedkarnagar 
Barabanki 
Faizabad 
Sultanpur 
FAIZABAD DIV. 
Deoria 
Gorakhpur 
Kushinagar 
Maharajganj 
GORAKHPUR DIV. 
Mirzapur 
Ravidasnagar 
Sonbhadra 
MIRZAPUR DIV. 
Chandauli 
Ghazipur 
Jaunpur 
Varanasi 
VARANASI DIV. 
1994-95 
92.47 
27.17 
-
50.11 
169.75 
20.88 
149.10 
115.59 
285.57 
50.57 
-
27.68 
78.25 
160.07 
-
102.52 
-
262.59 
-
2.86 
145.04 
31.46 
X79.36 
66.03 
43.31 
0.00 
41.86 
151.20 
17.71 
0.00 
105.89 
123.60 
-
645.41 
33.36 
44.74 
723.51 
1995-96 
84.82 
20.44 
-
34.38 
139.64 
20.29 
153.55 
98.37 
272.21 
36.31 
-
5.67 
41.98 
201.64 
-
43.64 
-
245.28 
-
0.75 
97.00 
26.22 
123.97 
30.78 
45.44 
16.47 
20.18 
112.87 
59.94 
18.24 
97.56 
175.74 
-
376.34 
16.40 
5.98 
398.72 
1996-97 
101.28 
6.66 
-
69.12 
177.06 
26.15 
173.14 
161.23 
360.48 
50.24 
-
13.70 
63.94 
171.44 
-
44.60 
-
216.04 
48.08 
0.28 
54.45 
85.76 
188.57 
15.42 
62.67 
40.89 
58.33 
177.86 
33.06 
33.66 
57.41 
124.13 
-
336.17 
8.35 
38.52 
383.04 
1997-98 
47.25 
4.65 
24.52 
49.38 
125.80 
27.22 
104.63 
115.54 
247.39 
60.37 
-
13.65 
74.02 
76.54 
-
35.01 
-
111.55 
38.67 
0.00 
45.84 
49.21 
133.72 
13.07 
54.73 
30.90 
48.79 
147.49 
20.35 
32.63 
59.70 
112.68 
-
365.06 
9.75 
41.13 
415.94 
Source: - Cooperatives In Uttar Pradesh, A Statistical Profile, 
1998, Uttar Pradesh Cooperative Union, Lucknow. 
pp. 78-79. 
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SALE AND PURCHASE COOPERATIVE SOCIETY 
Tine main functions of the sale and purchase cooperative society 
are: -
•;• To market the produce of the members of the society at fair 
prices; 
• To safeguard the members from excessive marketing cost and 
malpractices; 
• To make arrangements for the scientific storage of the members 
produce; 
• To make credit facilities to the members against the security of 
the produce brought for sale; 
• To make arrangements for the transport of the produce of the 
members from the villages to the market on collective basis and 
bring about a reduction in the cost of transportation; 
• To arrange for the supply of inputs by the farmers, etc. 
But at present of the sale and purchase cooperative society works 
only as an agency for selling agricultural inputs and in some cases it is 
also found that it keeps the produce of members as security and gives 
2/3 amount of the total produce on interest to the member for a certain 
period of time. If after that time, the member returns that amount, then 
he can take away his produce from there^ otherwise the society may 
sell that produce to any agent or Agricultural Produce Marketing 
Committee/ Food Corporation of India through bidding in order to 
adjust the amount which is given to the member as loan. 
When I asked the member regarding disposal of agricultural 
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produce, about 70% of the members told that they dispose off their 
produce through commission agents and the remaining 30% members 
either sell their produce to Agricultural Produce Marketing Committee or 
directly to agent / consumers through their shops. 
The reason behind this is that, there is no transportation facility 
provided by the society. As far as the storage of the produce is 
concerned, they have to contact the private cold-storage owners 
because the society has no appropriate place to dump their produce. 
Doing this they have to pay more prices for the storage of their 
produce. In this regard they have two choices: - firstly, to sell that 
produce as quickly as possible with the help of commission agent (by 
this process they do not achieve fair price of the produce), secondly, in 
order to achieve good price in near future for their produce, they store 
it with the private cold-storage owner (by this process they have to pay 
heavy charges). 
Tables 6.3 and 6.4 reveal the number and the profit/loss figure of 
sale and purchase cooperative societies respectively. 
From Table 6.4, it is evident that the profit of Allahabad division, 
which was Rs. 93271.62 in the year 1990-91, suffered a loss of 
Rs. 237209.18 in the year 1997-98. Similarly, for Azamgarh division, in 
the year 1992-93 the loss was Rs. 234222.83, which Increased to 
Rs. 75208.53 in 1998-99. 
For Devipatan division, in the year 1990-91 the overall profit of 
the sale and purchase societies was Rs. 11027.84, which turns to a loss 
of Rs.113603.13 in the year 1998-99. Contrary to that, for Faizabad 
division the loss was of Rs. 171648,26 in 1990-91, which converts into a 
profit of Rs. 156221.95 in 1996-97. 
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For Gorakhpur division the sale and purchase societies of Eastern 
Uttar Pradesh registered a loss of Rs. 102658.87, which decreased, to 
Rs.28909.76 in 1998-99. Finally, for Varanasi division, the profit stood 
at Rs. 102653.03 in 1990-91 which transformed to a loss of 
Rs. 31491.96 in the year 1994-95. 
TABLE 6.3: NUMBER OF SALE AND PURCHASE MARKETING 
SOCIETIES AS ON 31/3/99 
DISTRICT/ DIVISION 
Allahabad 
Fatehpur 
Kaushambi 
Pratapgarh 
ALLAHABAD DIV. 
Azamgarh 
Ballia 
Maunathbhanjan 
AZAMGARH DIV. 
Basti 
Santkabirnagar 
Siddarthnagar 
BASTI DIV. 
Bahraich 
Balrampur 
Gonda 
Srawasti 
DEVIPATAN DIV. 
NO. OF MARKETING SOCIETIES 
5 
4 
2 
3 
14 
5 
5 
3 
13 
2 
3 
5 
3 
4 
3 
1 
11 
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Ambedkamagar 
Barabanki 
Faizabad 
Sultanpur 
FAIZABAD DIV. 
Deoria 
Gorakhpur 
Kushipur 
Maharajganj 
GORAKHPUR DIV. 
Mirzapur 
Ravidasnagar 
Sonbhadra 
MIRZAPUR DIV. 
Chandauli 
Ghazipur 
Jaunpur 
Vara nasi 
VARANASI DIV. 
TOTAL 
2 
2 
1 
2 
7 
2 
5 
2 
3 
12 
2 
2 
2 
6 
2 
4 
5 
4 
15 
83 
Source: - Cooperatives In Uttar Pradesh, Statistical Profile, 
1998, Uttar Pradesh Cooperative Union, Lucknow. 
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A perusal of Tables 6,3 & 6.4 reveals that, out of total number of 
83 societies, 47 societies were not working. Thus around 57% of the 
societies are working on paper only. The list of dormant societies 
(division wise) has been shown in Table 6.5. 
TABLE 6.5: LIST OF CLOSED SOCIETIES AS ON 31/3/1999 
DIVISION 
Allahabad 
Azamgarh 
Basti 
Devi pa tan 
Faizabad 
Gorahkhpur 
l^ irzapur 
Vara nasi 
TOTAL 
NUMBER OF SOCIETIES 
14 
13 
05 
11 
07 
12 
06 
15 
83 
SOCIETIES CLOSED 
06 
09 
04 
03 
03 
04 
06 
12 
47 
Source: - Through Personal Investigation And Discussion With The 
Officials Of District Registrar Office. 
From the remaining 43% working societies, about 50% societies 
were running unprofitably. The performance of the rest of 50% 
societies is dissatisfactory. The reason for this is that these societies are 
functioning as mere agents as they supply only fertilizers, Di Amino 
Phosphate, seeds etc. to the members. They have deviated from right 
path. 
It is found that these societies either have no cold storage or 
have poor cold-storage facilities. Thus, the member of the society is 
bound to contact the private cold-storage owner, in order to safeguard 
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his produce. For this, most of the time the private cold-storage owner 
exploits him by charging high service charges. Besides, for the purpose 
of selling his produce to Food Corporation of India etc. the society does 
not provide sufficient help. As a result of this he has to approach the 
middlemen of that area, who will not pay the appropriate price of his 
produce. The middleman earns profit by working as mediator between 
the producer and the purchasing agency. Hence the largest share of the 
final price goes to the middleman and the producer receives very low 
share, while the largest share should have gone to the producer. 
This chapter has examined the profile of agricultural marketing 
cooperatives in Eastern Uttar Pradesh. The next chapter deals with the 
evaluation of financial management of sale and purchase cooperative 
societies of Eastern Uttar Pradesh with special reference to working 
capital management. 
m ^m 
CHAPTER SEVEN 
FINANCIAL MANAGEMENT OF SALE AND PURCHASE 
COOPERATIVE SOCIETIES WITH RESPECT TO 
WORKING CAPITAL MANAGEMENT 
^ ^t^J'' 
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Finandal Management OS Sale And Purchase 
Cooperative So^eties Yflth Special Reference To 
Working Capital Management 
Ever/ business enterprise has its own objectives and goals, and 
financial management aids the management to achieve its objective of 
maximization of economic welfare and wealth of the members of the 
firms. Financial management covers the following aspects; -
• Evaluating proposals requiring capital expenditure. 
•:• Assuming requirement for funds. 
• Raising the resources. 
•:• Profit planning and dividend policy. 
• Valuation of the firm, shares/stocks, assets, etc. 
• Information flow 
So we can say that the financial management in an organization 
which reflects the aspirations and ambitions of the organizers and 
members. Since the objectives, purposes and principles on which a 
cooperative enterprise is organized differ substantially, the financial 
management of a cooperative society would necessarily be different. It 
includes the following heads: -
• Profit as a criteria of efficiency 
• Raising of share capital 
• Utilization of profit / surplus 
• Investment criteria 
• Use of loan capital 
In a country like India, capital is a scarce productive resource and 
its proper utilization promotes the rate of growth, cuts down the cost of 
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production and improves the efficiency of the productive system. Total 
capital of a country comprises of fixed capital and working capital, 
which generates production capacity and utilization of that capital. 
Working capital is the lifeblood of every business. Adequate amount of 
Working Capital is essential, because it is concerned with all the aspects 
of managing current assets and current liabilities. 
With this end in view, an effort has been made in the present 
chapter to have an in depth study of selected sale and purchase 
Cooperative Societies in Eastern Uttar Pradesh in respect of 
performance regarding working capital management. 
DATA AND METHODOLOGY 
For this study, eight sale and purchase cooperative societies, one 
from each division, namely Ajhuwa (Kaushambi, Allahabad), Dohrighat 
(Munathbhanjan, Azamgarh), Basti (Basti), Tulsipur (Balrampur, 
Gonda), Sultanpur (Faizabad), Padrauna (Kushinagar, Gorakhpur), 
Robertrganj (Sonbhadra, Mirzapur) and Saidpur (Ghazipur, Varanasi) 
have been selected. The aspects period of study cover the following 
points; -
• Working capital analysis; 
• Financing working capital; 
• Impact of working capital on profitability; and 
• Ratio's to analyze the structure of working capital. 
The data for the study has been collected from the annual reports 
of the selected sale and purchase cooperative societies. The statistical 
techniques, namely Coefficient of Correlation and 't' value are used for 
analyzing the data. 
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WORKING CAPITAL ANALYSIS 
From Table 7.1, it is evident that on an average, for selected sale 
and purchase cooperative societies, percentages of current assets to 
total assets were 25.80%, 57.40%, 37.86%, 56.08%, 74.03%, 64.15%, 
55.77% and 63.30% for Ajhuwa, Dohrighat, Basti, Tulsipur, Sultanpur, 
Padrauna, Robertsganj and saidpur respectively. Component wise 
analysis of working capital has been done to make an attempt to trace 
out the factors responsible for the significant change in working capital 
for different years. Table 7.1, explains that out of four components 
excepts "other current assets", which accounted for 44.64% for 
Ajhuwa, 16.47% for Dohrighat, 0.37% for Basti, 10.01% for Tulsipur, 
27.62% for Sultanpur, 20.62% for Padrauna, 8.91% for Robertsganj 
and 51.96% for Saidpur, of gross working capital, the other two 
components namely "inventory" and "receivables" contributed 18.51% 
and 22.66% for Ajhuwa, 53.33% and 25.33% for Dohrighat, 28.06% 
and 70.94% for Basti, 37.07% and 24.96% for Tulsipur, 12.54% and 
42.37% for Sultanpur, 46.88% and 13.66% for Padrauna, 65.36% and 
4.39% for Robertsganj and 15,89% and 19.12% for Saidpur towards 
gross Working Capital, where as the last one i.e. cash, contributed 
14.19% for Ajhuwa, 4.87% for Dohrighat, 0.62% for Basti, 27,96% for 
Tulsipur, 17.47% for Sultanpur, 18.84% for Padrauna, 21.34% for 
Robertsganj and 13.04% for Saidpur, towards the gross working 
capital. 
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TABLE 7.1: COMPONENTS OF WORKING CAPITAL OF SALE AND 
PURCHASE COOPERATIVE MARKETING SOCIETIES 
Society / Particu lars 
l.Aihuwa 
Inventory 
Receivables 
Cash 
Other CA 
Gross WC 
Ratio of CA to total 
assets (*Vb) 
2. Dohriqhat 
Inventory 
Receivables 
Cash 
Other CA 
Gross WC 
Ratio of CA to total 
assets (%) 
3. Basti 
Inventory 
Receivables 
Cash 
Other CA 
Gross WC 
1997-98 
48545.25 
(16.78) 
60310.35 
(20.84) 
45510.50 
(15.73) 
135000.00 
(46.65) 
289366.00 
(100) 
24.62 
405025.00 
(55.48) 
154555.75 
(21.17) 
35406.00 
(4.85) 
135000.00 
(18.50) 
729986.75 
(100) 
55.25 
256557.20 
(25.09) 
755312.67 
(73.87) 
6595.66 
(0.65) 
4000.00 
(0.39) 
1022465.53 
(100) 
1998-99 
51443.85 
(17.43) 
66405,60 
(22.50) 
42315.25 
(14.34) 
135000.00 
(45.73) 
295164.70 
(100) 
25.11 
449024.00 
(55.49) 
188458.33 
(23.29) 
36703.65 
(4.54) 
135000.00 
(16.68) 
809185.98 
(100) 
59.12 
276654.13 
(27.68) 
712299.12 
(71.26) 
6598.26 
(0.66) 
4000.00 
(0.40) 
999548.51 
(100) 
1999-2000 
69310.05 
(21.33) 
80037.33 
(24.63) 
40621.23 
(12.50) 
135000.00 
(41.54) 
324968.61 
(100) 
27.65 
464481.00 
(49,02) 
298599.56 
(31.52) 
49397,71 
(5.21) 
135000.00 
(14.25) 
947478.27 
(100) 
57.83 
375767.38 
(31.42) 
809218,37 
(67.68) 
6753.15 
(0.56) 
4000.00 
(0.34) 
1195738.90 
(100) 
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Ratio of CA of total 
assets (%) 
4. Tulsipur 
Inventory 
Receivables 
Cash 
Other CA 
Gross WC 
Ratio of CA to total 
assets (%) 
5. Sultanpur 
Inventory 
Receivables 
Cash 
Other CA 
Gross WC 
Ratio of CA to total 
assets (*Vb) 
6. Padrauna 
Inventory 
Receivables 
Cash 
Other CA 
Gross WC 
35.25 
55545.55 
(36.91) 
35225.66 
(23.41) 
44215.25 
(29.38) 
15500.00 
(10.30) 
150486.46 
(100) 
54.25 
95503.27 
(11.04) 
354055.75 
(40.93) 
175522.00 
(20.29) 
240000.00 
(27.74) 
865081.02 
(100) 
71.36 
703554.26 
(54,07) 
212212.04 
(16.31) 
235512.60 
(18.10) 
150000.00 
(11.52) 
1301278.90 
(100) 
37.48 
56435.25 
(36.70) 
38535,28 
(25.06) 
43313.33 
(28,17) 
15500.00 
(10.07) 
153783.86 
(100) 
54.75 
28826.52 
(3.31) 
334681.25 
(38.42) 
267682.92 
(30.73) 
240000.00 
(27.54) 
871190.69 
(100) 
72.39 
674216.82 
(47.29) 
208397.20 
(14.62) 
535513.50 
(37.56) 
7500.00 
(0.53) 
1425627.52 
(100) 
40.84 
60310.60 
(37.61) 
42326.00 
(26.40) 
42215.75 
(26.33) 
15500.00 
(9.66) 
160352.35 
(100) 
59.25 
202287.40 
(23.26) 
415422.33 
(47.77) 
12004.97 
(1.38) 
240000.00 
(27.59) 
869714.70 
(100) 
78.35 
658866.98 
(39.29) 
168698.47 
(10.06) 
14282.62 
(0.85) 
835000.00 
(49.80) 
1676848.07 
(100) 
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Ratio of CA to total 
assets i%) 
7. Robertsganj 
Inventor/ 
Receivables 
Cash 
Other CA 
Gross WC 
Ratio of CA to total 
assets (Vo) 
8. Saidpur 
Inventory 
Receivables 
Cash 
Other CA 
Gross WC 
Ratio of CA to total 
assets (o/o) 
60.36 
556775.25 
(66.86) 
35415.00 
(4.25) 
165515.28 
(19.88) 
75000.00 
(9.01) 
832705.53 
(100) 
54.00 
2312.65.60 
(15.83) 
271233.25 
(18.57) 
183512.00 
(12.57) 
774500.00 
(53.03) 
1460510.85 
(100) 
62.24 
61.38 
532213.60 
(64.29) 
38212.75 
(4.62) 
182312.66 
(22.03) 
75000.00 
(9.06) 
827739.01 
(100) 
56.33 
249565.16 
(17.03) 
285623.04 
(19.50) 
155469.36 
(10.61) 
774500.00 
(52.86) 
1465157.56 
(100) 
63.04 
70.71 
562333.33 
(64.92) 
37313.69 
(4.31) 
191523.33 
(22.11) 
75000.00 
(8.66) 
866170.35 
(100) 
56.98 
229292.86 
(14.80) 
298911.14 
(19.29) 
246784.46 
(15.93) 
774500.00 
(49.98) 
1549488.46 
(100) 
64.61 
Note: - Figure in parenthesis denotes percentage to total 
CA- Current Assets, WC- Working Capital 
Source: - Annual Balance Sheet of selected sale & purchase cooperative 
societies. 
FINANCING OF WORKING CAPITAL 
Through Table 7.2, an attempt has been made to explain the 
relative importance of long-term debt in working capital. From Table 
7.2, it is clear that percentage of long term loans used for financing 
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working capital was 6.53% for Ajhuwa, 22.83% for Dohrighat, 5.99% 
for Basti, 10.07% for Tulsipur, 3.69% for Sultanpur, 4.84% for 
Padrauna, 8.83% for Robertsganj and 26.54% for Saldpur on an 
average for the years 1997-1998 to 1999-2000. This trend speaks of 
low dominance of long-term loans as source of working capital. 
TABLE 7.2: FINANCING OF WORKING CAPITAL 
Society/ Pa rticula rs 
1. Ajhuwa 
• Gross Working Capital (GWC) 
• Long Term Loan 
• %Age of Long Term Loan to GWC 
2. Dohrighat 
*:* Gross Working Capital (GWC) 
• long Term Loan 
• %Age of Long Term Loan to GWC 
3. Basti 
• Gross Working Capital (GWC) 
<• Long Term Loan 
• %Age of Long Term Loan to GWC 
4. Tulsipur 
• Gross Working Capital (GWC) 
• Long Term Loan 
• %Age of Long Term Loan to GWC 
5. Sultanpur 
• Gross Working Capital (GWC) 
• Long Term Loan 
• %Age of Long Term Loan to GWC 
6. Padrauna 
• Gross Working Capital (GWC) 
•:• Long Term Loan 
1997-98 
289366.10 
15191.72 
5.25 
729986.75 
165487,99 
22.67 
1022465.53 
64210.84 
6.28 
150486.46 
13889.90 
9.23 
865081.02 
30277.84 
3.50 
1301278.90 
67015.86 
1998-99 
295164.70 
15053.40 
5.10 
809185.98 
200000.00 
24.72 
999548.51 
59473,14 
5.95 
153783.86 
14670.98 
9.54 
871190.69 
33000.00 
3.78 
1425627.52 
74109.00 
1999-2000 
324968.61 
30000.00 
9.23 
947478.27 
200000.00 
21.11 
1195738.90 
68754.99 
5.75 
160352.35 
18360.34 
11.45 
869714.70 
33000.00 
3.79 
1776848.07 
74109.00 
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• %Age of Long Term Loan to GWC 
7. Robertsganj 
• Gross Working Capital (GWC) 
• Long Term Loan 
•;• %Age of Long Term Loan to GWC 
8. Saidpur 
• Gross Woricing Capital (GWC) 
• Long Tetm Loan 
•:• VoAge of Long Term Loan to GWC 
5.15 
832705.53 
70779.97 
8.50 
1460510.85 
387035.38 
26.50 
5.20 
827739.01 
63322.03 
7.65 
1465157.56 
400000.00 
27.30 
4.17 
866170.35 
89562.01 
10.34 
1549488.46 
400000.00 
25.82 
Source: - Annual Balance Sheet of Sale & Purchase Cooperative Society 
IMPACT OF WORKING CAPITAL ON PROFITABILITY 
In order to judge the liquidity position and its impact on 
profitability, it is necessary to analyze different working capita! ratios as 
exhibited in Table 7.3. The working capital ratio in the present study 
consists of Current Ratio (CR), Liquid Ratio (LR), Working Capital 
Turnover Ratio (WTR), Inventory Turnover Ratio (ITR), Receivables 
Turnover Ratio (RTR), Cash Turnover Ratio (CTR), and Profitability 
Ratio (PR). 
For the purpose of calculating the value of ratios, formulas used 
are as follows: -
1. CR = Current Assets / Current Liabilities 
2. LR = Current Assets - Stock in hand / Current Liabilities 
3. WTR = Net Sales / Current Assets - Current Liabilities 
4. ITR = Net Sales / Average Inventory 
5. RTR = Net Sales / Average Receivables 
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6. CTR = Cash operating expenses during the year / Average 
Cash balance during the year 
7. PR = Operating Profit (Net Margin) / Operating Capital 
Employed 
The next step is to calculate the Correlation Coefficient (r) 
between profitability ratio and other ratios. After this I have taken the 
help of t-test for testing significance of an observed sample Correlation 
Coefficient (r) at 5% level of significance. 
The formula used in this regard is: -
Correlation Coefficient (r) = Cov (X, Y) / a^ ay 
= l /n ( X r X ) ( Y r Y ) / V { l / n ( X , - X ) ^ } { l / n (Yj-Y)^} 
and, t = rV n - 2 / V l - r^  , at (n-2) degree of freedom 
where, n is the pairs of observation, and X and Y are variables. 
TABLE 7.3: IMPACT OF WORKING CAPITAL ON PROFITABILITY 
Society/ 
Year 
1. Ajhuwa 
1997-98 
1998-99 
1999-2000 
Coeff. Of 
Correl. (r) 
r ~ Value 
CR 
1.31 
1.25 
1.29 
-0.99 
7.02 
Workinq Caoital Ratios 
LR WTR ITR 
1.09 
1.03 
1.02 
-0.76 
1.17 
14.25 
24.28 
16.78 
0.97 
3.99 
5.38 
5.77 
5.41 
0.92 
2.35 
RTR 
16.45 
17.55 
15.14 
0.50 
0.58 
CTR 
1.22 
1.10 
0.79 
-0.22 
0.23 
PR 
2.15 
3.24 
2.65 
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2.Dohrighat 
1997-98 
1998-99 
1999-2000 
Coeff. Of 
Correl. (r) 
r - V a l u e 
3. Basti 
1997-98 
1998-99 
1999-2000 
Coeff. Of 
Correl. (r) 
't' - Value 
4. Tulsipur 
1997-98 
1998-99 
1999-2000 
Coeff. Of 
Correl. (r) 
r - Value 
5.Sultanpur 
1997-98 
1998-99 
1999-2000 
Coeff. Of 
Correl. (r) 
r - V a l u e 
6.Padrauna 
1997-98 
1998-99 
1999-2000 
Coeff. Of 
Correl. (rl 
1.28 
\A1 
1.36 
-0.09 
0.09 
0.55 
0.48 
0.51 
-0.43 
0,48 
1.23 
1.56 
1.38 
0.99 
7.02 
1.90 
1.93 
2.39 
-0.06 
0.06 
1.23 
1.15 
1.41 
-0.78 
0.63 
0.66 
0.69 
0.87 
1.76 
0.32 
0.35 
0.35 
0 
0 
0.78 
0.99 
0.86 
0.99 
7.02 
1.75 
1.87 
1.83 
-0.98 
4.93 
0.75 
0.61 
0.86 
-0,57 
11.35 
10.16 
13.44 
0.93 
2.53 
-0.69 
-0.70 
-0.94 
0.85 
1.61 
4.12 
4.54 
3.07 
0.50 
0.58 
7.25 
10.33 
6.30 
-0.73 
1.07 
12.25 
19.05 
9.72 
0.40 
6.42 
6.50 
7.39 
0.99 
7.02 
2.55 
2.72 
3.34 
-0.75 
1.13 
3.16 
5.08 
4.00 
0.99 
7.02 
14.25 
15.91 
12.98 
-0.57 
0.69 
5.34 
5.65 
7.14 
-0.98 
5.25 
5.39 
5.48 
0.80 
1.33 
0.38 
0.36 
0.46 
-0.95 
3.04 
4.54 
8.68 
5.93 
1.00 
OC 
15.25 
12.13 
9.21 
0.52 
0.61 
4.25 
3.04 
4.57 
-0.34 
6.75 
7.22 
6.10 
-0.91 
2.19 
21,23 
20.43 
26.00 
-0.93 
2.53 
12.11 
11.35 
10.74 
-0.39 
0.42 
12.35 
0.36 
24.54 
0.50 
0.58 
5.42 
1.04 
42.91 
-0.89 
0.06 
0.06 
0.08 
0.23 
0.25 
0.21 
0.25 
0.37 
0.29 
0.31 
0.25 
0.28 
0.45 
0.38 
0.26 
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T-Value 
7.Robertsganj 
1997-98 
1998-99 
1999-2000 
Coeff. Of 
Correl. (r) 
r - Value 
8. Saidpur 
1997-98 
1998-99 
1999-2000 
Coeff. Of 
Correl. fr) 
r - Value 
1.25 
1.10 
1.25 
1.15 
0.77 
1.21 
1.55 
1.71 
1.63 
0.78 
1.25 
0.69 
0.36 
0.45 
0.40 
0.69 
0.95 
1.38 
1.42 
1.30 
-0.34 
0.36 
0.44 
5.10 
5.15 
5.23 
-0.47 
0.53 
2.10 
2.36 
2.08 
0.30 
0,32 
4.93 
3.50 
3.75 
3.98 
-0.33 
0.35 
5.50 
6.20 
5.19 
0.06 
0.06 
0.36 
45.75 
50.49 
51.52 
0 
0 
75.23 
95.96 
82.76 
0.67 
0.90 
1.95 
5.78 
6.23 
5.65 
0.99 
7.02 
1.75 
3.62 
1.12 
0.12 
0.12 
0.51 
0.62 
0.45 
0.44 
0.49 
0.50 
Note: - Figures in parentheses denote ' f value at 5% level of 
significance for (n-2) degree of freedom 
Source: - Calculated from information of purposively selected balance 
sheets. 
CALCULATION 
Given below Is the case of Ajhuwa society which has been taken 
up to calculate various ratios and the same method has been applied on 
other seven societies as shown in Table 7.3. 
a. Calculation of CR: -
CR {1997-98) = 289366.10 / 220890.15 = 1.31 
CR (1998-99) = 295164.70 / 236131.76 = 1.25 
CR (1999-2000) = 324968.61 / 250993.85 = 1.29 
b. Calculation of LR: -
LR (1997-98) = 240820.85 / 220890.15 = 1.09 
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LR (1998-99) = 243620.85 / 236131.76 = 1.03 
LR (1999-2000) = 255658.56 / 250993.85 = 1.02 
c. Calculation of WTR: -
WTR (1997-98) = 975782.29 / 68475.95 = 14.25 
WTR (1998-99) = 1439458.20 / 59032.94 = 24.38 
WTR (1999-2000) = 1241492.00 / 73974.76 = 16.78 
d. Calculation of ITR: -
ITR (1997-98) ^  975782,29 / 181372.17 = 5.38 
ITR (1998-99) = 1439458.20 / 249565.16 = 5.77 
ITR (1999-2000) = 1241492.00 / 229292.86 = 5.41 
e. Calculation of RTR: -
RTR (1997-98) = 975782.29 / 59318.07 = 16.45 
RTR (1998-99) = 1439458.20 / 82000.00 = 17.55 
RTR (1999-2000) = 1241492.00 / 82000.00 = 15.14 
f. Calculation of CTR: -
CTR (1997-98) = 18536.25/15213.33 = 1.22 
CTR (1998-99) = 20300.00 / 18454.55 = 1.10 
CTR (1999-2000) = 16038.00 / 20310.62 = 0.79 
g. Calculation of PR: -
PR (1997-98) = 183442.35 / 85290.25 = 2.15 
PR (1998-99) = 216459.33 / 66834.40 = 3.24 
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PR (1999-2000) = 216459.33 / 81781.00 = 2.65 
Now again the case of Ajhuwa society has been taken up for the 
calculation of Correlation Coefficient (r) and 't' value so as to test its 
value at 5% level of significance. The same method has been applied 
for other seven societies, 
TABLE 7.3 (A): CALCULATION OF V AND T FROM CR AND PR 
CR(X) 
1.31 
1.25 
1.29 
PR{Y) 
2.15 
3.24 
2.65 
(X.-X) 
0.03 
-0,03 
0.01 
I(X,-X)= 
0.01 
(XrX)^ 
0.0009 
0.0009 
0.0001 
I(X-X)^= 
0.0019 
(Y,-Y) 
-0.53 
0.56 
-0.03 
S(YrY)= 
0 
(YrY)^ 
0.2809 
0.3136 
0.0009 
ICYrY)^= 
0.5954 
(X.-X) (YrY) 
-0.0159 
-0.0168 
-0.0003 
I (XrX) (YrY) = 
-0.0330 
X = 3.85 / 3 = 1.28, Y = 8.04 / 3 = 2.68 
r = -0.0330 / V (0.0019) (0,5954) = -0.99 
Therefore, t = 7,02 
Since the calculated value of ' t ' is less than the tabulated value 
(12.71) at 1 degree of freedom at 5% level of significance, therefore 
the relationship is insignificant. 
Table 7,3 (B), since the calculated value of Y is less than the 
tabulated value (12.71) at 1 degree of freedom at 5% level of 
significance, therefore the relationship is insignificant. 
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TABLE 7.3 (B): CALCULATION OF V AND T FROM LR AND PR 
LR(X) 
1.09 
1.03 
1.02 
PR(Y) 
2.15 
3.24 
2.65 
(X,-X) 
0.04 
-0.02 
-0.03 
i:(XrX)= 
-0.01 
(Xi-X)^ 
0.0016 
0.0004 
0.0009 
Z(XrX)^= 
0.0029 
(Y,-Y) 
-0.53 
0.56 
-0.03 
I (YrY)= 
0 
(YrY)^ 
0.2809 
0.3136 
0.0009 
S(Y,-Y)^= 
0.5954 
(X,-X)(YrY) 
-0.0212 
-0.0112 
-0.0009 
I (X,-X) (YrY)= 
-0.0433 
X = 3.14 / 3 = 1.28, Y = 8.04 / 3 = 2.68 
r = -0.0433 / V (0.0029) (0.5954) = -0.76 
Therefore, t = 1.17 
TABLE 7.3 (C): CALCULATION OF V AND ^t' FROM WTR 
AND PR 
WTR(X) 
14.25 
24.28 
16.78 
PR(Y) 
2.15 
3.24 
2.65 
(Xi-X) 
-4.19 
5.84 
-1.66 
I(X,-X)= 
-0.01 
(Xi-X)^ 
17.5561 
34.1056 
2.7556 
I(X,-X)^= 
54.4173 
(Y,-Y) 
-0.53 
0.56 
-0.03 
I(YrY)= 
0 
(Y,-Y)^ 
0.2809 
0.3136 
0.0009 
I(YrY)^= 
0.5954 
fXrX)(YrY) 
2.2207 
3.2704 
0.0498 
I (X,-X) (YrY)= 
5.5409 
X = 3.85 / 3 = 1.28, Y = 8.04 / 3 = 2.68 
r = 5.5409 / V (54.4173) (0.5954) = 0.97 
Therefore, t = 3.99 
Since the calculated value of T is less than the tabulated value 
(12.71) at 1 degree of freedom at 5% level of significance, therefore 
the relationship is insignificant. 
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TABLE 7.3 (D): CALCULAHON OF Y AND Y FROM ITR 
AND PR 
ITR(X) 
5.38 
5.77 
5.41 
PR(Y) 
2.15 
3.24 
2.65 
(Xi-X) 
-0.14 
0.25 
0.11 
I(Xj-X)= 
0 
(X,-X)^ 
0.0196 
0.0625 
0.0121 
ICXrX)^= 
0.0942 
(YrY) 
-0.53 
0.56 
-0.03 
S(YrY)= 
0 
(Y,-Y)^ 
0.2809 
0.3136 
0.0009 
£CYrY)^= 
0.5954 
(X,-X)(YrY) 
0.0742 
0.1400 
-0.0033 
I (XrX) (Y,-Y)= 
0.2109 
X = 3.85 / 3 = 1.28, Y = 8.04 / 3 = 2.68 
r = 0.2109 / V (0.0942) (0.5954) = 0.92 
Therefore, t = 2.35 
Since the calculated value of ' t ' is less than the tabulated value 
(12.71) at 1 degree of freedom at 5% level of significance, therefore 
the relationship is insignificant. 
From Table 7.3 (E), since the calculated value of t ' is less than 
the tabulated value (12.71) at 1 degree of freedom at 5% level of 
significance, therefore the relationship is insignificant. 
TABLE 7.3 (E): CALCULATION OF Y AND ^t' FROM RTR 
AND PR 
RTRCX) 
16.45 
17.55 
15.14 
PR{Y) 
2.15 
3.24 
2.65 
fX-X) 
0.07 
1.17 
-1.24 
I(X,-X)= 
0 
(XrXy 
0.0049 
1.3689 
1.5376 
S(X,-X)^= 
2.9114 
(YrY) 
-0.53 
0.56 
-0.03 
UY|-Y)= 
0 
(YrY)^ 
0.2809 
0.3136 
0.0009 
I(YrY)^= 
0.5954 
(XrX) (YrY) 
-0.0371 
0.6552 
0.0372 
I(XrX){YrY)= 
0.6553 
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X = 3.85 / 3 = 1.28, Y = 8.04 / 3 = 2.68 
r = 0.6553 / V (2.9114) (0.5954) = 0.50 
Therefore, t = 0.58 
TABLE 7.3 (F): CALCULATION OF V AND V FROM CTR 
AND PR 
CTR(X) 
1.22 
1.10 
0.79 
PR(Y) 
2,15 
3.24 
2.65 
(XrX) 
0.18 
0.06 
-0.25 
SCXrX)= 
-0.01 
(X.-X)^ 
0.0324 
0.0036 
0.0625 
I(X,-X)^= 
0.0985 
(rrTi 
-0.53 
0.56 
-0.03 
i:(Y,-Y)= 
0 
(YrY)^ 
0.2809 
0.3136 
0.0009 
Z(Yi-Y)^= 
0.5954 
fXrXUYrYl 
-0.0954 
0.0168 
0.0075 
I (Xi-X) (Yi-Y)= 
-0.0711 
X = 3.85 / 3 = 1.28, Y = 8.04 / 3 = 2.68 
r = -0.0711 / V (0.0985) (0.5954) = -0.22 
Therefore, t = 0.23 
Since the calculated value of T is less than the tabulated value 
(12.71) at 1 degree of freedom at 5% level of significance, therefore 
the relationship is insignificant. 
It appears from Table 7.3 that the CR of Ajhuwa sale and 
purchase cooperative Society have moved between 1.25 and 1.31 
during the period of study. On an average it stands at an average of 
1.28:1 for the entire period. As a convention, a standard of 2:1 is 
considered satisfactory. It is discarded that the liquidity of Ajhuwa sale 
and purchase cooperative society as measured by CR is satisfactory. 
The coefficient of correlation between CR and PR is zero, which 
indicates that there is no correlation between the two variables and it is 
also non significant at 5% level. Here the low CR may be due to the 
following reasons: -
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• There may not be sufficient funds to pay-off liabilities; 
• The business may be trading beyond its capacity and the 
resources may not w^arrant the activities. 
Since the CR is not a conclusive index of the real liquidity of a 
firm, it needs an additional analysis of the liquidity of current assets, 
which is done by examining LR. As per Table 7.3, LR has moved 
betw/een 1.02 and 1.09 during the entire period of study. On an 
average it stands at an average of 1.04:1 for the entire period, which as 
a rule of thumb or as a convention is satisfactory, but not necessarily 
means satisfactory liquidity position if all the debtors cannot be realized 
and cash is involved immediately to meet the current obligations. 
Usually a high LR is an indication that the firm is liquid and has the 
ability to meet its current or liquid liabilities in time, and on the other 
hand a low LR represents that the firm's liquidity position is not good. 
The coefficient of correlation between LR and PR is zero, which 
indicates that there is no correlation between LR and PR and it is also 
not significant at 5% level of significance. 
Similarly, on an average the CR and LR for Dohrighat stands at 
1.37 and 0.66, for Basti 0.51 and 0.34, for Tulsipur 1,39 and 0.87, for 
Padrauna 1.36 and 0.74, for Robertsganj 1,17 and 0.40, for Saidpur 
1.63 and 1.37. In the case of Sultanpur it stands on an average of 2.07 
and 1,82 which is considered to be satisfactory. 
As far as the coefficient of correlation is concerned, it gives mixed 
results. For most of the societies it is highly significant, either in positive 
direction or in negative direction, but in some cases the level of 
satisfaction is low. But for the T value, for all societies the calculated 
value is less than tabulated value. So, one can easily conclude that 
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these ratios are non significant or insignificant at 5% level of 
significance at 1 degree of freedom for the given value's of Table 7.3. 
The CR and LR give misleading results if current assets include 
high amount of debtors due to slow credit collections. In the same 
manners CR may be further misleading if the assets Include high 
amount of slow moving inventories. 
RATIOS TO ANALYZE THE STRUCTURE OF WORKING 
CAPITAL 
In addition to analysis and financing of working capital and 
impact on profitability, management should also look into its structural 
health aspect. The structural health of the working capital in a business 
is generally studied by analyzing the shifts and changes between its 
various elements i.e. cash, receivables, inventories and other items of 
current assets. 
The following ratios are generally used to analyze the structure of 
working capital in the business and have been found to be quite useful. 
a) Current Assets to Total Assets ratio (CA/TA) 
b) Inventory to Current Asset ratio (I/CA) 
c) Receivables to Current Asset ratio (R/CA) 
d) Cash to Current Asset ratio (C/CA) 
e) Current Liabilities to Total Liabilities ratio (CL/TL) 
All these ratios are very simple to calculate and if analyzed 
together they indicate areas of strength and weaknesses in the sphere 
of working capital management. 
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In Table 7.4, an attempt has been made to find out the above 
ratios for the selected societies under study. For this purpose I have 
calculated the above ratios for Ajhuwa and the ratios for remaining 
societies have been calculated on the same pattern. 
TABLE 7.4: CALCULATION OF VARIOUS RATIOS FOR 
ANALYZING THE STRUCTURE OF WORKING 
CAPITAL 
Society/ Year 
1. Ajhuwa 
1997-98 
1998-99 
1999-2000 
2. Dohrighat 
1997-98 
1998-99 
1999-2000 
3. Basti 
1997-98 
1998-99 
1999-2000 
4. Tutsi pur 
1997-98 
1998-99 
1999-2000 
5. Sultanpur 
1997-98 
1998-99 
CA/TA 
0.23 
0.30 
0.28 
0.75 
0.78 
0.80 
0.35 
0.37 
0.41 
0.25 
0.25 
0,26 
0.69 
0.71 
I / C A 
0.17 
0.17 
0.21 
0.52 
0.55 
0.49 
0.25 
0.28 
0.31 
0.37 
0.37 
0.38 
0.11 
0,01 
R/CA 
0.21 
0.22 
0.25 
0.21 
0.23 
0.32 
0.74 
0.71 
0.68 
0.23 
0.25 
0.26 
0.41 
0.38 
C/CA 
0.16 
0.14 
0.13 
0.04 
0.04 
0.05 
0.01 
0.01 
0.01 
0.29 
0.28 
0.26 
0.20 
0.31 
CL/TL 
0.18 
0.24 
0.21 
0.51 
0.53 
0.58 
0.64 
0.77 
0.41 
0.20 
0.16 
0.19 
0.36 
0.37 
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1999-2000 
6.Padrauna 
1997-98 
1998-99 
1999-2000 
y.Robeitsganj 
1997-98 
1998-99 
1999-2000 
8. Saidpur 
1997-98 
1998-99 
1999-2000 
0.77 
0.62 
0.67 
0.77 
0.59 
0.60 
0.62 
0,61 
0.63 
0.64 
0.23 
0.54 
0.47 
0.39 
0.67 
0.64 
0.65 
0.16 
0.17 
0.15 
0.48 
0.16 
0.15 
0.10 
0.04 
0.05 
0.04 
0.19 
0.19 
0.19 
0.01 
0.18 
0.38 
0.01 
0.20 
0.22 
0.22 
0.13 
0.11 
0.16 
0.32 
0.50 
0.58 
0.50 
0.53 
0.48 
0.54 
0.40 
0.37 
0,40 
Source: - Calculated from information of purposely selected balance 
sheets. 
CALCULATION 
Calculation of CA / TA: -
a) CA / TA (1997-98) = 289366.10 /1258113.48 = 0.23 
b) CA / TA (1998-99) = 295164.70 / 983882.33 = 0.30 
C) CA / TA (1999-2000) = 324968, 61 / 1178450.39 = 0.28-
Calculation of I / CA: -
a) 1/ CA (1997-98) = 48545.25 / 289366.10 = 0.17 
b) I / CA (1998-99) = 51443 / 2956164.70 = 0.17 
c) I / CA (1999-2000) = 69310.05 / 324968.61 = 0.21 
Calculation of R / CA: -
a) R / CA (1997-98) = 60310.35 / 289366.10 = 0.21 
b) R / CA (1998.99) = 66405.60 / 295164.70 = 0.22 
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c) R / CA (1999-2000) = 80037.33 / 324968.61 = 0.25 
Calculation of C / CA: -
a) C / CA (1997-98) = 45510.50 / 289366.10 = 0,16 
b) C / CA (1998-99) = 42315.25 / 295164.70 = 0.14 
c) C / CA (1999-2000) = 40621.23 / 324968.61 = 0.13 
Calculation of CL / TL: -
a) C(_/ TL (1997-98) = 220890.15 / 1258113.48 = 0.18 
b) CL / TL (1998-99) = 236131.76 / 983882.33 = 0.24 
c) CL / TL (1999-2000) = 250993.85 / 1178450.39 = 0.21 
CONCLUSION 
1) The average percentage of CA to TA is 25.79% for Ajhuwa, 
57.40% for Dohrighat, 37.86% for Basti, 56.08% for Tulsipur, 
74.03% for Sultanpur, 64.15% for Padrauna, 55.77% for 
Robertsganj and 63.30% for Saidpur which indicates that all 
societies except Ajhuwa and Basti, have made investment in 
working capital following the aggressive approach. 
2) The most critical comment that can be made as an outcome of 
this study is regarding the low dependencies of the societies on 
long-term funds in relation to the financing working capital. It 
signifies lower risk taken by the societies. 
3) The current ratio for Ajhuwa (1.28:1), Dohrighat (1.37:1), Basti 
(0.81:1), Tulsipur (1.39:1), Sultanpur (2.07:1), Padrauna 
(1.26:1), Robertsganj (1.17:1), and Saidpur (1.63:1), shows that 
the liquidity position for all the societies is unsatisfactory except 
Sultanpur. On the other hand the liquidity ratio for Ajhuwa 
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(1.04:1), Dohrighat (0.66:1), Basti (0.34:1), Tulsipur (0.88:1), 
Sultanpur (1.82:1), Padrauna (0.74:1), Robertsganj (0.40:1) and 
Saidpur (1.37:1), shows that the liquidity position of all the 
societies is not satisfactor/ except Ahjuwa. 
4) For Ahjuwa all the nondependent working capital components 
ratio have no impact, for Dohrighat five independent working 
capital components ratios have no impact except RTR, which 
have a positive impact. For Basti all the nondependent working 
capital components ratios have no impact, for Tulsipur four 
independents working capital components have no impact except 
LR and RTR which have a negative and positive impact 
respectively. For Sultanpur all the nondependent working capital 
components have no impact, for Padrauna LR and CTR have no 
impact while the remaining independent working capital 
components have positive impact. For Robertsganj it has no 
impact for WTR while CR, LR, and CFR have positive impact and 
ITR and RTR have negative impact. Finally for Saidpur LR have 
positive impact and CTR have the negative impact and all the 
remaining independent working capital components ratio have 
no impact. 
This chapter has examined the financial management of sale and 
purchase cooperative societies of Eastern Uttar Pradesh with special 
reference to working capital management. The next chapter deals with 
price arrival relationship and net return analysis of horticultural 
produce. 
w 
CHAPTER EIGHT 
PRICE ARRIVAL RELATIONSHIP AND NET RETURN 
ANALYSIS OF HORTICULTURAL PRODUCE 
m m 
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Price Arrival Relationship And Net Return 
Analysis OS Horticultural Produce 
Theoretically, under orderly marketing conditions, prices move 
according to the changes in arrivals. From this point of view, changes in 
prices may be considerably influenced by the fluctuations in arrivals. 
Under ideal conditions, other things remaining the same, the increase in 
arrivals may lead to pro rata fall in prices and vice-versa. To ascertain 
to what extent the changes in vegetable arrivals are influencing the 
changes in prices, an attempt is made to examine the relationship 
between the prices and arrivals of selected vegetables in Allahabad, 
Agricultural Produce Marketing Committee. In order to analyze the 
impact of market arrivals on the prices of three vegetables i.e. Potato, 
Tomato and Onion, the data has been colleted on monthly arrivals and 
prices for the period January-June, 1999 of Agricultural Produce 
Marketing Committee, Allahabad. Degree of heterogeneity/homogeneity 
in arrivals and prices is expressed in arrivals and prices are expressed in 
terms of Standard Deviation and Coefficient of Variation, and, for the 
purpose of quantifying the response of Price to a given change in 
market arrivals. Least Square Technique is used for the available data. 
Agricultural Produce marketing Committee of Allahabad is 
situated at Mundera, the sub-urban area of the city. Producers of Fruits 
& Vegetables bring their produce from their fields to the market and 
place them on platforms prescribed for them, produce-wise. The Market 
Committee provides Weighing Scales to sellers and charges a certain 
fixed amount from both the buyer and seller as Mandi fee, as fixed by 
the Market Committee. 
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As some vegetables are most perishable in nature, arrivals in the 
market affect their prices. Monthly market arrivals and weighted 
average Prices of randomly selected vegetables Potato, Tomato and 
Onion for the year January-June, 1999 is presented in Table 8.1. 
TABLE 8.1: MONTHLY MARKET ARRIVALS AND PRICES OF 
VEGETABLES (January-June, 1999) 
MONTH 
JANUARY 
FEBRUARY 
MARCH 
APRIL 
MAY 
JUNE 
POT 
QTY. 
3500 
3545 
3865 
3700 
2895 
2700 
ATO 
PRICE 
(P) 
250 
225 
233 
230 
250 
265 
TON 
QTY. 
(Q) 
2000 
1650 
1600 
1500 
1200 
900 
lATO 
PRICE 
(P) 
250 
260 
260 
275 
310 
315 
ONION 
QTY. PRICE 
(Q) (P) 
2445 
2655 
3025 
3543 
3600 
3400 
650 
665 
650 
645 
625 
660 
QUANTITY (Q) = QUINTALS, PRICE (P) = Rs. / QUINTAL 
SOURCE: - Agricultural Produce Marketing Committee, ALLAHABAD 
CALCULATION 
In order to calculate the SD, CV and Price-Quantity relationship, 
the formulas used are: - ^^ * 
MEAN(X)=l/n2Xi 
STANDARD DEVIATION (a) = l / n X{x,-X)' 
COEFFICIENT OF VARIATION = S/X x 100 
Linear equation Of Straight Line is: -
Y = a + b X 
Where n = number of observations 
i = U , ,6 
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a & b = arbitrary constant 
lYi = na + blXj 
IXiYi=aIXi+bIXi2 
On the basis of Table 8.1, I have calculated Mean, Standard 
Deviation, Coefficient Of Variation and Linear equation of Straight Line 
(with respect to price and quantity) for Potato, Tomato and Onion 
separately, which have been shown in Table 8.2. 
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FOR POTATO: 
MEAN (Quantity) = 20205/6 = 3367.50 
MEAN (Price) = 1453/6 = 242.17 
SD (Quantity) = V1075937.50/6 = V179322.92 = 423.47 
SD (Price) = V1170.84/6 = V195.14 = 13.97 
CV (Quantity) = 423.47 x 100/ 3367.50 = 12.58 
CV (Price) = 13.97 x 100/ 242.17 = 5.77 
Linear Equation of Straight Line: -
1453 = 6 a + 20205 b (1) 
4863420 = 20205 a + 69116275 b (2) 
From Equation (1) & (2), we get: -
a = 343.20 and b = -0.03 
Therefore, Linear equation of Straight Line for price and quantity is: -
P = 343 .20-0 .03 Q 
FOR TOMATO: 
MEAN (Quantity) = 8850/6 = 1475.00 
MEAN (Price) = 1670/6 = 278.33 
SD (Quantity) = V728750/6 ^ V121458.33 = 348.51 
SD (Price) = V3833.34/6 = V638.89 = 25.28 
CV (Quantity) = 348.51 x 100/ 1475.00 = 23.63 
CV (Price) = 25.28 x 100/ 278.33 = 9.08 
Linear Equation of Straight Line: -
1670 = 6 a + 8850 b (1) 
2413000 = 8850 a + 13782500 b (2) 
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From Equation (1) & (2), we get: -
a = 381.58 and b = -0.07 
Therefore, Linear equation of Straight Line for price and quantity is: -
P = 3 8 1 . 5 8 - 0 . 0 7 Q 
FOR ONION: 
MEAN (Quantity) = 18668/6 = 3111.33 
MEAN (Price) = 3895/6 = 649.17 
SD (Quantity) = V116815334/6 = Vi94692.22 = 441.24 
SD (Price) = V970.84/6 = V161.81 = 12.72 
CV (Quantity) = 441.24 x 100/ 3111.33 = 14.18 
CV (Price) = 12.72 x 100/ 649.17 = 1.96 
Linear Equation of Straight Line: -
3895 = 6 a + 18668 b (1) 
12100310 = 18668 a + 59250524 b (2) 
From Equation (1) & (2), we get: -
a = 655.39 and b = -0.002 
Therefore, Linear equation of Straight Line for price and quantity is: -
P = 655.39 - 0.002 Q 
From Table 8,3, one can easily see the variation in prices and 
quantity of selected agricultural produce. As far as quantity is concerned. 
Tomato shows a high degree of heterogeneity followed by Onion and 
Potato. But when the prices are compared. It is found that Onion has the 
highest homogeneity followed by Potato and Tomato. 
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But as far as the relationship of the price and quantity of produce is 
concerned, it is found that an increase of one quintal of Potato, Tomato 
and Onion respectively, the price reduces by only Rs. 0.03, Rs. 0.07 and 
Rs. 0.002 respectively, which is just negligible. It means that the increase 
in market arrival brings no change in the price of the selected produce. But 
this result will not hold true for alt the markets. 
TABLE 8.3: MEAN, SD, CV AND LINEAR EQUATION FOR SELECTED 
VEGETABLES 
VEGETABLE 
POTATO 
Quantity 
Price 
TOMATO 
Quantity 
Price 
ONION 
Quantity 
Price 
MEAN 
3367.50 
242.17 
1475.00 
278.33 
3111.33 
649.17 
SD 
423.47 
13.97 
348.51 
25,28 
441.24 
12.72 
CV(o/o) 
12.58 
5.77 
23.63 
9.08 
14.18 
1.96 
LINEAR EQUATION 
P = 343.20 - 0.03Q 
P = 381.58 - 0.07Q 
P = 655.39 - 0.002Q 
SOURCE: - Calculated 
Thus the analysis on the whole reveals that the an-ivals In the 
markets do not completely explain the variations in the prices of 
vegetables or vice-versa. It can thus be concluded that arrival is not the 
significant factor, influencing the price of vegetables. Other factors like 
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changes in the consumption pattern, traders etc. may play significant role 
in price changes. 
Now after discussing the price-arrival relationships, it is considered 
necessary to find the net share of producer and market intermediaries in 
the final price paid by the consumer. For this I have taken the help of 
price-spread analysis. 
PRICE SPREAD ANALYSIS 
It is well known that the marketing channels for fruits & vegetables 
var/ from commodity to commodity and from producer to producer. In 
rural areas and smail towns, many producers perform the functions of 
retail sellers. Large producers directly sell their produce to the processing 
firms. Fruits and Vegetables market is one where there is exploitation both 
at producer's as well as the consumer's level. The middlemen take the 
major share of the amount left after the producer being paid. Some of the 
common marketing channels for Fruits & Vegetables are depicted in 
Figure 8.1. 
FIGURE 8.1: MARKETING CHANNELS FOR FRUITS AND 
VEGETABLES 
1. PRODUCER 
2. PRODUCER 
3. PRODUCER 
4. PRODUCER 
^ CONSUMER 
^ WHOLESALER 
^ PROCESSORS 
•* PRIMARY -
WHOLESALER 
-•'RETAILERS 
I 
CONSUMERS 
^ PROCESSORS 
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5. PRODUCER. 
CONSUMERS^ 
6. PRODUCER 
_^  PRIMARY _ 
WHOLESALER 
RETAILERS ^ 
LOCAL 
WHOLESALER 
^ SECONDARY 
WHOLESALER 
1 
TERTIARY 
WHOLESALER 
- • PRIMARY 
ASSEMBLERS 
CONSUMERS RETAILERS 
In all the above marketing channels (except 1 & 3), it is seen that a 
number of middlemen are in action, due to which the producer does not 
get achieve the right price of his produce. 
Thus, in this context the main thing is to make movement of goods 
from producer to consumer at the lowest possible cost, so that both the 
producer and consumer may achieve higher level of satisfaction. In this 
regard a survey has been conducted (through questionnaire) in order to 
know the marketing efficiency as well as the price-spread from consumer 
to producer, which is essentially the degree of market performance. 
As we know that fruits & vegetables after leaving the farm, pass 
through some stages before they reach the consumer. Every one of the 
intermediaries, through whom the fruits & vegetables pass charge for the 
services performed by him. 
It is therefore, worthwhile to examine as to what share of rupee 
paid by the consumer reaches the producer. For this purpose respondents 
were selected from producers, wholesalers, retailers and consumers to 
study the price-spread of the selected Fruits & Vegetables under study. 
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The producer's share in consumer's rupee can be calculated by taking into 
account the following charges: -
1. The gross wholesale price of the produce paid by the consumer; 
2. Expenses incurred by the retailer; 
3. Margin of the retailer and price paid by the retailer to the 
wholesaler; 
4. Expenses incurred by the wholesaler; 
5. Margin of the wholesaler and price paid by the wholesaler to the 
producer; 
6. Expenses incurred by the producer such as; packaging. Loading & 
Unloading, Transportation and commission paid to the middleman; 
7. The gross wholesale price of the produce received by the producer; 
and 
8. Expressing the whole transaction on percentage basis. 
Thus it gives the producers share in consumer's rupee. 
In order to calculate the price-spread and marketing efficiency, I 
have taken into account few Fruits & Vegetables like: - Potato, Onion, 
Tomato, Green Peas, Guava and Mango. 
As we know that the prices of horticultural produce (especially 
vegetables) vary from place to place, day-to-day and even from morning 
to evening. So for this purpose I have taken up account the market price 
of Fruits & Vegetables of Allahabad district of 15* Feb, 1999 excluding 
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market price of mango (which is of 20*^  June, 1999), in order to calculate 
the price-spread and marketing efficiency of the produce. 
At present the prevailing marketing channel for the disposal of 
produce in the market is: -
PRODUCER •WHOLESALER *^ RETAILERS 
i 
CONSUMERS 
So for the purpose of calculating price-spread as well as marketing 
efficiency the above channel of marketing horticultural produce has been 
taken into account. 
First of ail I have calculated the price-spread and then marketing 
efficiency (Tables 8.4 to 8.9). 
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TABLE 8.4: PRICE-SPREAD BETWEEN PRODUCER AND CONSUMER 
FOR POTATO 
ITEMS 
1. Price paid by the consumer 
(to retailer) 
2. Expenses of the retailer 
3. Margin of the retailer 
4. Price paid by the retailer 
(to wholesaler) 
5. Expenses of the wholesaler 
6. Margin of the wholesaler 
7. Price paid by the wholesaler 
(to producer) 
8. Expenses of the producer 
9. Price received by the producer 
PRICE / 80 KG 
(IN RS.) 
240.00 
12.00 
28.00 
200.00 
9.60 
16.90 
173.50 
33.50 
140.00 
o/o AGE OF 
CONSUMERS 
PRICE 
100.00 
5.00 
11.67 
4.00 
7.04 
13.96 
58.33 
Out of Rs. 240.00 paid by the consumer for 80 Kg of Potato, the 
producer gets only Rs. 140.00 i.e. 58.33% of the consumer's price. 
13.96% of the consumer's price i.e. Rs. 33.50 is the amount of 
expenditures incurred by the producer for bringing and selling his produce 
to the market. While Rs. 28.00 and Rs. 16.90 representing 11.67% and 
7.04% of the consumer's price is the retailer's and wholesaler's margins 
respectively. 
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TABLE 8.5: PRICE-SPREAD BETWEEN PRODUCER AND CONSUMER 
FOR ONION 
ITEMS 
1. Price paid by the consumer 
(to retailer) 
2. Expenses of the retailer 
3. Margin of the retailer 
4. Price paid by the retailer 
(to wholesaler) 
5. Expenses of the wholesaler 
6. Margin of the wholesaler 
7. Price paid by the wholesaler 
(to producer) 
8. Expenses of the producer 
9. Price received by the producer 
PRICE / 80 KG 
(IN RS.) 
560.00 
28.00 
84.00 
448.00 
22.40 
44.80 
380.80 
70.00 
310.80 
% AGE OF 
CONSUMERS 
PRICE 
100.00 
5.00 
15.00 
4.00 
8.00 
12.50 
55.50 
Out of Rs 560.00 paid by the consumer for 80 Kg of Onion, the 
producer gets only Rs. 310.80 i.e. 55.50% of the consumer's price. 
12.50% of the consumer's price i.e. Rs. 70.00 is the expenditure incurred 
by the producer for bringing and selling his produce in the market. While 
Rs. 84.00 and Rs. 44.80 representing 15.00% and 8.00% of the 
consumer's price are the retailers and wholesalers margins. 
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TABLE 8.6: PRICE-SPREAD BETWEEN PRODUCER AND CONSUMER 
FOR TOMATO 
ITEMS 
1. Price paid by the consumer 
(to retailer) 
2. Expenses of the retailer 
3. Margin of the retailer 
4. Price paid by the retailer 
(to wholesaler) 
5. Expenses of the wholesaler 
6. Margin of the wholesaler 
7. Price paid by the wholesaler 
(to producer) 
8. Expenses of the producer 
9. Price received by the producer 
PRICE / 20 KG 
(IN RS.) 
60.00 
3.00 
8.10 
48.90 
2.40 
5.40 
41.10 
9.00 
32.10 
% AGE OF 
CONSUMERS 
PRICE 
100.00 
5.00 
13.50 
4.00 
9.00 
15.00 
53.50 
Out of Rs. 50.00 paid by the consumer for 20 Kg of Onion, the 
producer's share only Rs. 32.10 I.e. 53.50% of the consumer's price, 
15.00% of the consumer's price i.e. Rs. 9.00 is the expenditure incurred by 
the producer for bringing and selling his produce in the market. While 
Rs. 8.10 goes to the retailer's pockets which amount to 13.50% and 
Rs. 5.40 which is 9.00% wholesaler's margin respectively. 
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TABLE 8.7: PRICE-SPREAD BETWEEN PRODUCER AND CONSUMER 
FOR GREEN PEA 
ITEMS 
1. Price paid by the consumer 
(to retailer) 
2. Expenses of the retailer 
3. Margin of the retailer 
4. Price paid by the retailer 
(to wholesaler) 
5. Expenses of the wholesaler 
6. Margin of the wholesaler 
7. Price paid by the wholesaler 
(to producer) 
8. Expenses of the producer 
9. Price received by the producer 
PRICE / 80 KG 
(IN RS.) 
450.00 
22.50 
67.50 
360.00 
18.00 
42.75 
299.25 
51.75 
247.50 
% AGE OF 
CONSUMERS 
PRICE 
100.00 
5.00 
15.00 
4.00 
9.50 
11.50 
55.00 
A simple look at the table shows that out of Rs. 450.00 paid by the 
consumer for 80 Kg of green pea, the producer receives only Rs. 247.50 
i.e. 55.00% of the consumer's price. The producers spent Rs 51.75 i.e. 
11.50% on bringing his produce to market and selling it there, Rs, 67.50 
i.e. 15.00% went to retailer and the wholesaler pocketed Rs. 42.75 i.e. 
9.50%. 
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TABLE 8.8: PRICE-SPREAD BETWEEN PRODUCER AND CONSUMER 
FOR GUAVA 
ITEMS 
1. Price paid by the consumer 
(to retailer) 
2. Expenses of the retailer 
3. Margin of the retailer 
4. Price paid by the retailer 
(to wholesaler) 
5. Expenses of the wholesaler 
6. Margin of the wholesaler 
7. Price paid by the wholesaler 
(to producer) 
8. Expenses of the producer 
9. Price received by the producer 
PRICE / 40 KG 
( IN RS.) 
180.00 
9.00 
24.75 
146.25 
7.20 
15.30 
123.75 
24.30 
99.45 
o/o AGE OF 
CONSUMERS 
PRICE 
100.00 
5.00 
13.75 
4.00 
8.50 
13.50 
55.25 
The consumer paid Rs. 180.00 for 40 Kg of Guava. The producer 
receives nearly half at Rs. 99.45 i.e. 55.25% of the consumer's rupee. The 
producer incurred the expenditure of Rs. 24.30 i.e. 13.50% on consumer's 
price. The retailer got Rs. 24.75 i.e. 13.75% while the wholesaler grabbed 
Rs. 15.30 i.e. 8.50% of the consumer's price. 
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TABLE 8.9: PRICE-SPREAD BETWEEN PRODUCER AND CONSUMER 
FOR MANGO 
ITEMS 
1. Price paid by ttie consumer 
(to retailer) 
2. Expenses of the retailer 
3. Margin of the retailer 
4. Price paid by the retailer 
(to wholesaler) 
5. Expenses of the wholesaler 
6. Margin of the wholesaler 
7. Price paid by the wholesaler 
(to producer) 
8. Expenses of the producer 
9. Price received by the producer 
PRICE / 40 KG 
(IN RS.) 
400.00 
20.00 
64.00 
316.00 
16.00 
44.00 
256.00 
48.00 
208.00 
o/o AGE OF 
CONSUMERS 
PRICE 
100.00 
5.00 
16.00 
4.00 
11.00 
12.00 
52.00 
Out of Rs. 400.00 paid by the consumer for 40 Kg of Mango, the 
producer gets only Rs. 208.00 i.e. 52.00% of the consumer's price. 
12.00% of the consumer's price i.e. Rs. 48.00 is the amount spent by the 
producer for transporting and selling his produce in the market. While Rs. 
64.00 and Rs. 44.00 representing 16.00% and 11.00% of the consumer's 
price is the retailer's and wholesaler's margins respectively. 
An analysis of Tables 8.4 to 8.9 shows that, the producer's margin 
(in respect of consumer's price) lies between 52%-58% approximately, 
while his percentage of expenditure which includes loading-unloading, 
packaging, transportation as well as commission to the commission agent, 
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lies between 11%-15%. In this channel of marketing, the retailers and 
wholesalers capture a good percentage of amounts i.e. around 22%-27%, 
which vary from produce to produce due to its perishable nature. 
Therefore, it can be noted that the producer's share in the consumer's 
rupee is still low and un-remunerative. It seems to be mainly on account of 
high margins shared by retailers and wholesalers. 
In case of green vegetables (like; Spinach, cauliflower, Cabbage, 
Pumpkin, Chilly, Green Pea etc ;) the producers are bound to sell their 
produce to wholesalers on low price, due to perishable nature of these 
items. 
On the other hand, in order to calculate the marketing efficiency, 
which is the degree of market performance, different participants of the 
market have different expectations from the market, like: - ^ *^ 
• The consumers need good quality products at low possible prices 
within a short span of time; 
•> The farmers / Producers need quick clearance of their produce with 
high prices; and 
• The middlemen like; retailers, wholesalers and other functionaries 
expect a good amount of increase in income. 
So in this regard, the movement of goods from producer to 
consumer at the lowest possible cost, consistent with the provision of the 
services desired by the consumer is termed as efficient marketing, without 
reducing consumer satisfaction. 
In this context, various measures can be taken in order to assess 
the efficiency of the marketing system. For this purpose G. S, Shephard, 
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has suggested that the ratio of the total value of goods marketed to the 
marketing cost may be used as a measure of efficiency. The higher is the 
ratio, the higher the efficiency and vice-versa. 
Shephard's idea can be expressed in a slightly modified form as 
follows: - * '^ 
ME=V/I - 1 
Where; -
ME is the index of Marketing Efficiency 
V is the value of the goods sold or price paid by the 
consumer 
I is the input of marketing or total marketing cost 
The above formula has been applied on the data given in Tables 8.4 
to 8.9 to calculate the Marketing Efficiency of selected produce for the 
prevalent marketing channel. 
From Table 8.4: -
V=Rs 240.00 
I=Rs (12+28+9.60+16.90+33.50) 
=Rs 100.00 
Therefore, ME=V/I-1 
=240/100 -1 
=2.4-1 
= 1.4 
From Table 8.5: -
V=Rs 560.00 
I=Rs (28+84+22.40+44.80+70.00) 
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=Rs 249.20 
Therefore, ME=V/M 
=560/249.20 -1 
=2.24-1 
= 1.24 
From Table 8.6: -
V=Rs 60.00 
I=Rs (3+8.10+2.40+5.40+9.00) 
=Rs 27.90 
Therefore, ME=V/I-1 
=60/27.90 -1 
=2.15-1 
=1.15 
From Table 8.7: -
V=Rs 450.00 
I=Rs (22.50+67.50+18+42.75+51.75) 
=Rs 202.50 
Therefore, ME=V/I-1 
=450/202.50 -1 
=2.22-1 
= 1.22 
From Table 8.8: -
V=Rs 180.00 
I=Rs (9+24.75+7.20+15.30+24.30) 
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=Rs 80.55 
Therefore, ME=V/M 
=180/80.55-1 
=2.24-1 
=1.24 
From Table 8.9: -
V=Rs 200.00 
I=Rs (10+32+8+22+24) 
=Rs 96.00 
Therefore, ME=V/I-1 
=200/96 -1 
=2.08-1 
= 1.08 
In all the above cases one can find that the value of ME lies 
between 1.08 and 1.40. If we want to increase this, we have two 
options: -
1. Either increase the price paid by the consumer; or 
2. Decrease the share of intermediaries in all the above processes of 
delivering produce from producer to consumer. 
The first option is not possible, because of this, the price of the 
produce will go up and consumer will suffer. So for this, the best option is 
to decrease the share of intermediaries in the overall process of delivering 
produce to consumer. 
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Now we know that the price-spread refers to the difference between 
consumer's price and the net price received by the producers. This 
difference consists of the charges borne by producers and other market 
functionaries against marketing cost and the margins of intermediaries 
involved in the system. Greater is the number of intermediaries, higher the 
value of gross margins. Higher is the value of gross margins, higher the 
value of price-spread, lower is the marketing efficiency of producers, lower 
their share in consumer's price. 
This chapter has evaluated the price arrival relationship and net 
return analysis of horticultural produce while the next chapter deals with 
the problems and suggestions for agricultural marketing cooperatives of 
Eastern Uttar Pradesh and finally concludes the study by giving the 
conclusions. 
236 
ReSeretices 
1. Gupta & Kapoor, (1989), Fundamental Of Mathematical 
Statistics, Sultan Chand & Sons, New Delhi, pp.13,46,630-31. 
2. Acharya & Agarwal, (1994), Agricultural Marketing In India, 
Oxford & IBH Publishing Co. Pvt. Ltd., New Delhi, p.308. 
3. Shephard. G.S, (1965), Marketing farm Products—Economic 
Analysis, Iowa State University Press, Iowa, USA, p.254. 
9— 
^ _ 
* 
CHAPTER NINE 
SUGGESTIONS AND CONCLUSIONS 
rf 
237 
Suggestions And Concltudons 
The foregoing chapter brings to light an important thesis that 
cooperative system has failed to boost the cooperative marketing. A 
cursor/ look at the activities of the cooperative system in Uttar Pradesh 
indicates that it possesses all the essential characteristics of an efficient 
system but has failed to contribute in terms of growth and productivity in 
the field of marketing agricultural produce on account of the problems 
faced by the primary agricultural marketing cooperative societies. 
Therefore, it is essential to discuss the problems and their solutions. 
SALE AND PURCHASE COOPERATIVE SOCIETIES 
Various problems faced by the sale and purchase cooperative 
societies in the Eastern Uttar Pradesh are discussed under the following 
heads:-
1. Lack of Professionalism 
The most important point due to the absence of which the 
marketing cooperatives are lagging behind is the lack of professionalism in 
the overall working of primary marketing cooperatives. Only some 
specialized commodity marketing societies like; fertilizer, dairy, sugar, 
cotton, etc. are doing marketing business in a professionalized way but not 
a single primar/ marketing cooperative society (sale and purchase 
cooperative society) of eastern Uttar Pradesh is on the right path. 
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2. Lack of Coordination 
It has been found that there is lack of coordination in the primar/ 
marketing cooperative society at various levels. Due to wide 
communication gap between the apex societies and the primary marketing 
cooperative society's timely information is not available many times. 
Besides, it is also found that the annual business reports of the 
primary societies reach district as well as state offices very late and no 
strict action is taken against such societies. 
3. Lack of Proper Selection and Training: -
The staff of the primary marketing society is not well qualified and 
experienced and the selection is done purely on the basis of personal 
relationship. Due to this defective method of selection, the selected people 
have no clear idea about their roles due to which the functioning of the 
society gets effected. 
4. Lack of Centralized Sales Authority 
There is a lack of comprehensive deed covering policy, method of 
handling produce, relation between sales and financing procedures etc. 
due to which the farmers sell their produce to local traders in order to get 
immediate cash after the harvest to meet their personal obligations. 
Sometimes it is also found that the farmers are indebted to local traders 
and enter into advance contracts with them for the sale of the crops. 
5. Inadequate Financial Position 
It is found that most of the societies lack adequate finance, which is 
the backbone of any business activity. Due to inadequate finance facility 
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the societies neither meet the credit needs of the farmers nor make an 
advance payment of the value of produce purchased or sold through 
societies. 
6. Infrastructural Imperfection 
For any business activity proper infrastructure is needed. But in the 
case of primary agricultural marketing cooperatives it is found that there is 
lack of sufficient storage facilities, proj^ er transportation, and ample space 
for auction, due to which the farmers are bound to dispose off their 
produce soon after the arrival even at lower prices to local traders. It is 
also found that the process of auction at societies takes too much time 
due to which the members avoid to go there and prefer to contact local 
traders. On account of lack of proper warehousing, cold storages and 
marketing facilities, the producers are always deprived of remunerative 
prices and at the other end the consumers do not get commodities at a 
reasonable price. 
7. Abundance of Middlemen 
It is found that during the process of selling produce, a large 
number of middlemen are involved due to which the producer does not get 
the actual price of the produce and most of the benefits are reaped by the 
middlemen. 
8. Lack of Market Information System 
The primary marketing cooperatives lack Marketing Information 
System, which is an important tool in planning future goals, solving 
problems and making right decisions. The management of the societies Is 
not in touch with the members. Thus the information does not reach the 
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fanners well in time. Farmers have to depend on the biased information 
provided by traders and hence they feil to realize reasonable returns of 
their produce. 
9. Absence of Advertisement Facility 
Advertising as a tool of sales promotion has not been used by the 
primary marketing cooperatives because of their small area of operation 
and limited business turnovers. They are not in a position to spend money 
on advertisement. 
10. Lack of Loyalty among Members 
There is lack of loyalty among members of the primary agricultural 
cooperative marketing societies because of poor education and absence of 
cooperative feeling and principles, which hampers the progress of the 
societies. 
11. Absence of Risk Bearing Ability 
It is the problem of almost all the members of the societies that 
there is no appropriate insurance scheme for their produce, thus in the 
absence of any insurance scheme the farmers suffer huge losses in case of 
natural calamities. Due to this problem sometimes farmers are unable to 
repay their loans. 
12. Government Interference 
In the promotion of most of the Cooperatives the share in capital is 
contributed by the government from 20 to 80 percent. The government 
interferes in the management of the cooperative societies at all levels. 
Thus, the Indian Cooperative Movement has become a Government 
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Movement. Due to excessive government control the marketing 
cooperatives work as an agent of the government and fail to keep the 
interest of the members on priority. 
13. Forced Selling of Produce 
It is also found that some of the members of the societies are forced 
to sell their produce to the local traders or middlemen. The reason behind 
this is non-availability of financial assistance from the credit societies and 
thus they are bound to take loans from the local moneylenders. Hence, 
they are bound to sell their produce to moneylenders on low prices. 
14. Lack of Hospitality 
Hospitality, which is a part of an Indian culture, does not find place 
at primary societies, while on the other hand, the private traders welcome 
their clients by providing them fooding and lodging facility during odd 
hours. Due to this the farmers and their friends/relatives prefer private 
traders to marketing cooperative societies for the purpose of selling their 
produce. 
15. Lack of Leadership 
Last but not the least is the lack of leadership at the top of the 
cooperative organizational structure, on account of which cooperatives are 
facing stiff competition from private enterprises. So the challenges before 
cooperative leadership are; Social value, Organizational effectiveness and 
Government interi'erence. Thus, it can be said that the cooperative 
leadership lacks role clarity and most of the time personal interests 
subordinate the cooperative interests, which ultimately results in the loss 
of faith by members on cooperatives. 
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In spite of the above facts cooperatives can play a significant role in 
the economic development of the state if organized on sound cooperative 
principles. In this context the following are the suggestions to develop 
agricultural cooperative marketing system in Eastern Uttar Pradesh in 
particular and in India in general. 
SUGGESTIONS 
1. Professionalization of management of marketing cooperatives is the 
most important requirement for the survival of primary marketing 
cooperative societies in today's competitive environment. In order to 
emerge as a strong business enterprise, they have to manage change 
through scientific behavioural tools and innovations by discarding their 
old system of functioning so as to march ahead in the new era. 
2. For effective working of the societies it is imperative to have a proper 
coordination among different departments at each level, so that the 
society may work in a smooth and efficient way. Besides, an effort has 
to be made to minimize the communication gap and to minimize the 
time and cost in the exchange of information to achieve organizational 
objectives. 
On the other hand, it is also suggested that the secretaries of the 
primary societies should submit their annual business reports on time 
to the concerned officials and a good system of keeping accounting 
records should be maintained to ensure confidence of members. 
3. The selection procedure should be unbiased and the selected personnel 
should be qualified and get proper training regarding the overall activity 
of the society so that they may achieve better results. By recruiting 
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competent personnel and by providing proper training to them the 
managerial efficiency will be improved. Powers should be delegated so 
as to take immediate decisions for accomplishing the goals of the 
organizations. 
4. The society should make arrangements for the sale of agricultural 
produce of the members, preparing the produce for markets by sorting, 
grading and transporting the produce from member's residence to the 
adjoining market. Thus farmers will get remunerative price of their 
produce. 
5. For overcoming the problem of inadequacy of funds there should be 
adequate amount of cash present with the society so that it may 
proceed its business activity properly and there should be sufficient 
funds available with the society for the purchase at the harvest time 
and making prompt payment for commodities delivered, and providing 
marketing advances to members. It is also the utmost duty of the 
society to make proper use of allocated financial assistance and recover 
the loans from the members on time and take strict action against 
those who fail to repay the loans. 
6. In order to overcome the problem of weak infrastructure, the marketing 
societies should try to arrange godown facilities, processing yards and 
cold storage to facilitate storage and sale of goods. There should be 
proper utilization of correct weight and measures and a uniform system 
of classification for the procurement of food grains. Besides, the 
societies should hire or own vehicles so that the produce of the 
members can easily be transported from field to market. 
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7. In order to eliminate malpractices and superfluous middlemen, the 
cooperative society should come forward during the selling-buying 
process so that the producer gets proper price of produce. For this they 
should have expertise to compete with private traders and commission 
agents. 
8. It is suggested that every cooperative society should have complete 
Computerized Information System so that they can record all the 
information about society as well as the members. By doing this they 
can easily locate the problem In a few seconds and save their time, 
which can be used elsewhere. It is an age of Information Technology. 
Through improved Information system it will be easy for the society to 
educate its members regarding the changing trends in the market and 
educate them about better irrigation practices and latest trend In the 
technology. The state level cooperative marketing federation should 
come forward to provide required finance and guidance for having such 
a scientific information system. The introduction of members news 
bulletin would be a good practice for keeping the members well 
informed about the activities of the society. Besides, there should be 
Agricultural Marketing Information System (AMIS), which comprises the 
physical infrastructure and human resources to collect, process, store 
and disseminate data on quality, arrivals, prices, storage, packaging, 
post harvest management, credit facilities etc. Thus it will provide 
Information to members of the society in time and In proper form. 
9. For having advertising system, the cooperative department should 
come forward and educate the secretaries of the societies regarding its 
benefits. For this they can take the help of print media (local 
newspapers etc.) and electronic media (regional radio and television 
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programmes) in order to make the memlDers/producers aware of the 
benefits of marketing agricultural produce in a cooperative way. 
10. To ensure the loyalty" of members towards their societies, it is 
necessary to educate them about the advantages of cooperative 
marketing and by providing all necessary services in marketing their 
produce. For this a get-together type seminar/meeting should be 
organized at village level from time to time in order to educate the 
members of the society and also try to motivate those who are not the 
members of the society, to join the same. 
11. For the purpose of overcoming marketing risk, effective steps should 
be taken by the state government. This can be done by providing 
them some financial assistance and also by insuring their produce so 
that they may get some financial help during natural calamities. 
12. Active involvement and interference of government in the 
management of marketing cooperatives should be minimized so that 
the cooperative values and principles are not discarded and the 
cooperative sector may utilize their services effectively. The share of 
government in capital should be reduced gradually and needed capital 
should be raised from members and public. 
13. In order to overcome the problem of forced selling of produce, 
adequate amount of loans should be provided to the members from 
the credit societies so that they do not contact the local 
moneylenders/traders for financial help as well as for clearing off their 
produce. 
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14. There must be some arrangements from the societies for their 
members to stay during odd hours. By providing this hospitality the 
members will avoid to contact the local village traders, who ultimately 
cheat them in clearing their produce. 
15. The senior level managers at the district and state level should be 
highly motivated persons who must strive for high objectives for the 
district as well as primary marketing cooperatives. Being leaders they 
should work in such a way that it provides full satisfaction to the 
members of the cooperatives. Besides, leadership development 
programmes should be organized from time to time for the purpose of 
corporate development plan of cooperative organizations as well as 
enhancing leadership skills by building shared vision, surfacing and 
testing and mental models and systematic thinking. 
Most of the farmers of this region are either of medium or small 
categories having big family. Due to this, the area of operation becomes 
small, which results in high cost of production or small returns. Besides, 
farmers are engaged mostly in the farming of cash crops and little 
attention has been given to other crops like; - pulses, cereal crops, fruits & 
vegetables etc. So it is the foremost duty of the state government to 
promote cooperative farming practices in the region which ultimately 
render help in the marketing of agricultural produce. 
In the present setup of marketing societies with their inefficient 
management, inadequate market information, poor finances, untrained 
staff and other handicaps in the marketing operations, we cannot achieve 
the desired objectives. The marketing societies have to compete with the 
organized wholesale and private businessmen and therefore must employ 
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the best talents to run their business. The officers of the cooperative 
department, who do not possess business skills, dictate them. It is found 
that the Movement has suffered a great setback due to political 
consideration of the district cooperative authorities in their day-to-day 
work. Sometimes they enjoy luxuries at the expense of the Movement. 
Besides, the government is also responsible for the slow grovrth of 
cooperative organization. For e.g. the nominations in the District 
Cooperative Development Federation are made by the government purely 
on political considerations. 
In conclusion it may be said that the government should design a 
comprehensive policy for cooperative sector with emphasis on developing 
specialized market, introducing grading facilities at production level, 
providing better mechanization & better farm inputs, and developing a 
Marketing information System at state level as well as at block level. 
These suggestions would go a long way in improving the condition 
of agricultural cooperative marketing of Eastern Uttar Pradesh in particular 
and all India in general. 
PRIMARY HORTICULTURAL COOPERATIVE MARKETING 
SOCIETY 
Fruits and vegetables provide vital protective nutrients like vitamins 
and minerals in the balanced diet of human beings. It is not an 
exaggeration to say that there is no human being in the world who does 
not consume fruits and vegetables. Besides, fruits and vegetables 
cultivation is more labour intensive and remunerative for small and 
marginal farmers. Despite its utility, fruits and vegetables cultivation, 
consumption and marketing in India remain a relatively neglected field. 
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This is due to severe handicaps in production and marketing of fruits and 
vegetables. The production problems Include low productivity, traditional 
cultivation practices etc. On the marlceting side, there are many 
imperfections and inadequacies. While the perishable nature of fruits and 
vegetables poses some vital problems for marketing, the traditional and 
exploitative marketing practices cause some more problems. Some of the 
serious problems in the marketing of fruits and vegetables are unfair trade 
practices by middlemen, price uncertainty, price manipulation, lack of 
proper transport, storage facilities etc. As a result of this, Indian fruit and 
vegetable growers are considered to be bad marketers. Under this 
situation they feared to accept the price offered by the traders. Though 
some attempts are made to regulate the marketing facilities, still a greater 
part of the fruits and vegetables marketing remain unorganized and 
underdeveloped. The problems of marketing horticultural produce have 
been given in detail below. 
Problems: - The farmers of this region have been facing problems in the 
marketing of their produce for a long time. In the existing marketing 
system, farmers receive a fringe share of the price paid by the consumer 
(as already discussed in chapter-6). Fruits and vegetables being highly 
perishable need quick disposal. Due to lack of any effective marketing 
procedure the farmers of this region are bound to sell their produce at low 
prices. Uttar Pradesh Horticultural Cooperative Marketing Federation was 
set up in 1992 with primary marketing cooperatives at the village level and 
the federation at the state level, but at present these primary societies 
exist only on paper, except few, which are running unprofitably in the 
western region of the state. 
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In my opinion the most Important point is the structure of the 
federation. Here the question arises as to which activities should be 
undertaken by the primary marketing societies and which by the 
federation itself. So in this context I would like to suggest one model and 
its SWOT (Strength, Weakness, Opportunity, and Threat) analysis for the 
purpose of effective marketing of agricultural produce in this region. 
Suggestion: - A schematic representation of the structure of Federation 
should be as beiow: -
PROCUREMENT CENTRE 
PRIMARY MARKETING 
COOPERATIVE SOCIETIES 
FEDERATION TO THE RETAIL OUTLETS 
The Primary Marketing Cooperative Societies should be directly 
linked to the procurement centre that is why the produce will be collected 
at the procurement centre and marketed by the primary marketing 
cooperative society itself. 
Role of the Procurement Centre: - Depending upon the availability of 
agricultural produce a procurement centre can be opened in every district 
in a cluster of 10-15 villages preferably nearest to the road so that the 
transportation may be easy and cheap. The primary marketing cooperative 
societies open their procurement centers in villages from where produce 
can be collected in large quantity over a long period of time. The 
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procurement centre should be run by a paid incharge who will be assisted 
by two or more assistants depending upon the volume of produce. In the 
morning and evenings the information about how much to procure and at 
what price, will be passed on to the procurement centre. In this overall 
activity the incharge of the procurement centre gets help from the primary 
marketing cooperative societies and will be responsible for the overall 
management of the procurement centre. 
Role of the Primary Marketing Cooperative Society: - At least one 
large sized primary marketing cooperative society should be located at 
district level, having the responsibility of procurement as well as 
marketing. There should be proper coordination between demand and 
supply of fruits and vegetables so that the procurement will be done 
accordingly. This large sized primary cooperative marketing society wiil 
look after retailing and wholesaling process (just like SAFAL retail oudets 
at New Delhi which is running by National Dairy Development Board) for 
the retail consumers. 
The procurement centre will be run by the society itself and sorting 
and grading of produce will be done at the yard of primary marketing 
cooperative society, and in this case all the expenses will be borne by the 
society. 
Everyday the retail prices in the local market will be collected and a 
certain percentage can be given as a procurement price to the members of 
the society. For this, the prevailing price in the morning of a day should be 
used as a base of the procurement price in the next morning and likewise 
the price in the evening can be used as a procurement price in the next 
evening. 
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Role of the Federation: - For this overall activity of wholesaling and 
retailing of fruits and vegetables the federation plays a pivotal role by 
providing financial assistance to the primary societies from National 
Horticulture Board or other related state funding departments. These 
funds will be exclusively credited in the name of the society and federation 
may put a small amount as a share in the primary society. 
Besides, the federation will be assisting in marketing, especially in 
the export and inter state marketing with the help of National Agricultural 
Cooperative Marketing Federation. 
Finally, it will be the foremost duty of the federation to monitor, 
guide and supervise the activities of the primary society and try to arrange 
training facility for the personnel. 
SWOT Analysis of the Proposed Model: - The SWOT (Strength, 
Weakness, Opportunity and Threat) analysis for the proposed model is 
discussed below: -
Strength: - The main strength of the proposed model is the proper 
coordination between the two aspects i.e. procurement and marketing. 
Besides^  there will be a transparency in the operation of the activities of 
the primary society because all the members will participate directly and 
the decision making process will become short and prompt. 
The other thing is that the fruits and vegetables needs quick 
disposal because of its perishable nature, due to lack of which a significant 
amount of the produce gets wasted. The proposed model minimizes this 
loss, which alternatively brings reduction in costs. 
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Weakness: - The society has to depend on federation for getting finance 
facility for various activities of the primar/ marketing cooperative Societies, 
which may cause delay in significant cases. Besides, some dispute may 
arise for the chair of large size primary marketing cooperative society's 
Incharge. 
Opportunity: - The potential of the local market in some districts is vast 
that is why the prospect of sustaining is good. By opening fruits and 
vegetables cooperative retail depot in posh area they can give a tough 
competition to the local retailer backed by Commission agents. 
Besides, the export market of agricultural produce as well as food 
processing industry is growing steadily. Thus there is good opportunity for 
the primary society to have a significant return from the export and from 
diversifying its business to food processing units, which is the need of the 
day. 
Threats: - Due to its perishable nature the marketing of fruits and 
vegetables carries a lot of risk. Besides, in absence of proper monitoring 
by the federation there is a great possibility of the funds to be misused 
and there is also a chance of misuse of power and position. 
Though the society has to depend on the federation and National 
Horticulture Board etc. for getting the financial assistance thus, a 
dependency will grow which may not be congenial for the functioning of 
the society. 
Thus in conclusion it may be said that the proposed structure of the 
model coordinates between the demand and supply and minimizes the 
possibility of wastage and loss. Besides, the greater participation of 
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farmers, independent functioning of the society and much responsibility 
over the society will make the primary marketing cooperative societies 
more successful. 
CONCLUSIONS 
The Indian Cooperative Movement which is probably the oldest and 
strongest among the developing countries of the world have made great 
strides and influenced in almost all spheres of economic activity. The path 
of development of cooperatives in India passes through four distinct 
stages; the highly officialised stage, the partly officialised-partly politicized 
stage, the highly politicized stage and the professionalized managed stage. 
In the early days, the emergence of the cooperatives in India was 
not a result of people's vision or people's aspiration. However, after 
independence the situation changed with the introduction of planning 
system, where Cooperative Movement received a considerable attention of 
the planners, by adopting the approach of planned economic development 
for establishment of a mixed economy. By visualizing the cooperation as 
instrument of economic planning, the government implement the concept 
of state partnership in cooperatives at all levels based on the 
recommendation of All India Rural Credit Survey Committee report on 
integrated scheme of rural credit. 
Over the years a well knit cooperative credit system has emerged In 
the country but despite progress in rural areas, it is facing problems by 
political and bureaucratic Interference. In comparison of overall 
expenditure on agricultural sector, it Is found that the share of 
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cooperatives is not quiet sufficient. So for the development of this sector, 
strong financial support is needed. 
The Cooperative Movement has been playing an important role in 
the rural economy of the country. However, it has been sidelined in the 
state of Uttar Pradesh since 1991 in the name of newly accepted New 
Economic Policy. The existence of the Movement in the state is virtually at 
stake and it will never be possible to carry forward the Movement without 
structural and managerial changes to face the challenges of the new era of 
economic development. This can be possible only when the cooperatives 
are completely free from the clutches of bureaucrats and governments to 
avert excessive controls. 
Cooperatives can also do their best to control and maintain the price 
of essential commodities at reasonably affordable levels by undertaking 
procurement and marketing of the agricultural commodities by eliminating 
intermediaries. National Agricultural Cooperative Marketing Federation, 
being an apex organization for marketing, has been rendering varied and 
valuable services to the farmers for over four decades and earned a place 
for itself in the national agricultural economy. In spite of various measures 
agricultural marketing cooperatives in the state of Uttar Pradesh could not 
become popular among the small grower, due to lack of knowledge of the 
benefits of cooperative system, lack of failure in the philosophy of 
cooperation, lack of members education and training etc. 
Most of the primary marketing cooperatives, which are the backbone 
of marketing cooperatives organization, are not working properly in the 
state of Uttar Pradesh, This is because; it has paucity of funds, lack of 
storage facilities, lack of well educated and well trained personnel, lack of 
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coordination between the state agencies and central agencies in 
purchasing the agricultural produce, dominance of so called progressive 
farmers which undermine interest of small and marginal farmers, etc. So 
need of the hour is to give high priority to primary marketing cooperatives 
and adopt remedial measures, not only to improve the efficiency of these 
societies, but also in protecting the interests of farmers and consumers. By 
this it can be possible to save the farmers from the situation of gluts on 
many occasions. 
One important finding of the study is that, despite one of the major 
producer of horticultural produce, no specific attention has been given to 
the marketing of fruits and vegetables in the state. In the absence of 
cooperatives, the middleman take away a major share, while the producer 
receives only upto 50%-60% of the amount paid by the consumer. For 
this, marketing cooperatives should be promoted by taking up the 
purchase of produce from growers at the time of harvesting at fair prices 
and sale of such produce at consuming centers through its widespread 
societies, to bridge the gap between the demand and supply of agricultural 
commodities by eliminating the presence of intermediaries. 
It is mandatory for Marketing Cooperatives to minimize the role of 
middlemen and to provide remunerative prices to the farmers on the one 
hand and goods at fair prices to the consumers on the other. For this, 
marketing societies provided efficient marketing services by way of 
economic handling of the marketing operations and reducing the 
operational costs and various commissions, which are exorbitant in the 
case of private merchant This can be done successfully only when the 
Cooperatives develop a high standard of efficiency in marketing. To 
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achieve this objective, it is necessary for them to l<now various functions in 
the marketing process viz; assembling, grading, standardization and 
packaging, processing, transport and storage, financing by banks and risk 
coverage by insurance companies and perform them properly. Doing this, 
the Cooperatives can rationalize the marketing system by handling larger 
quantities of better grade produce and by cutting out unnecessary 
transport expenses and eliminating middlemen. They can thus, become 
successful in simplifying the flow of goods through the market and giving 
higher returns to the farmers without raising the selling price. 
It is an irony of fate for Indian farmers that government over the 
past five decades has considered agriculture only in terms of production 
and no desired attention has been paid for definite marketing strategy for 
agricultural produce especially through Cooperatives in order to minimize 
wastage and ensuring remunerative returns. A broad conclusion emerging 
out of this study reflects that the Cooperative Marketing system has failed 
to achieve its objectives in the state, because it has not been devised and 
organized in a professional manner. So, greater emphasis is needed to be 
given to the promotion of professional management for Marketing 
Cooperatives, for improving operational efficiency and cost effectiveness in 
the present day of open economy and competition. 
The liberalization of the Indian economy since 1991 has drastically 
changed the total economic structure of the country thus bringing severe 
competition to Cooperatives. No doubt they can exist in the competitive 
worid if they are efficient enough and ensure maximum efficiency. 
So, during this period of globalization and liberalization. Marketing 
Cooperatives will have to adapt appropriately to the emerging scenario and 
redraw and restructure their business policy and carve out a place for 
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themselves In order to reduce the financial burden of the national / state 
exchequers, for this the future system of the marketing Cooperatives 
should be so developed, so as to strengthen the primary Cooperatives at 
the grass-root level and make them viable, strong, autonomous and self-
governing. The structure should be organized and sustained by primary 
Cooperatives with the sole purpose of enhancing their competitiveness in 
terms of prices, quality and better services, and gain the confidence of the 
people by running their business efficiently. 
Before concluding this, it can be said that Cooperative Movement 
has become a monopoly of certain groups of favourite persons of the 
government who enjoy a majority in primary marketing societies as well as 
district marketing cooperative federations, and other cooperative 
organizations. The government can serve the cause of Cooperative 
Movement by screening the official cadre and non-officials who are the 
most favourite persons of the government are busy In building up their 
political career with the help of this Movement Besides, emphasis should 
be given to the crucial need for the Movement to build its own financial 
capacity in order to be able to refuse external support and to concentrate 
on its day to day work. If things are changed for the better, one may hope 
that the Cooperatives can flourish to be in the vanguard of this 
International Movement But above all what counts is the political will. 
It is a known fact that cooperatives occupy an important place in 
India's rural economy in terms of their membership, business turnover, 
and contribution to the economic welfare of their members. They have 
performed well in some segments and badly In many others. In the new 
era characterized by deregulation, delicensing, liberalization, privatization 
and globalization, they are facing a number of challenges manier times. 
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Serious doubts have been expressed as to their ability to cope with these 
challenges and survive in the new era. They need to be managed by 
professional managers If they are to survive and grow in the era of 
globalization. However, there are many obstacles to the professionalization 
of management of cooperatives, such as lack of appropriate training 
facility of cooperative managers, lack of good leadership, small size of 
business, poor internal work culture and environment, and archaic 
cooperative laws and excessive government controls. Unless, until, these 
obstacles are removed, there is little hope to the cooperatives to survive. 
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QUESTIONNAIRE 
(FORM'A) 
( A - l ) Personal Details: -
Name of Society 
Name of Respondent 
Age 
Sex 
Monthly Income 
Educational Qualification 
Principal Occupation 
Subsidiary Occupation 
Land Holding 
(a) Irrigated 
(b) Unirrigated 
Village 
Block/Tehsil 
Districiyprovince 
( A - 2 ) Size of composition of operational holding (in hectares): 
(a) Fruits 
(b) Vegetables 
(c) Cash Crops 
(d) Pulses & Cereal Crops 
u 
(FORM-B) 
( B-1} Gross Production of Agricultural Commodities: 
Varieties 
(a) Fruits 
(b) Vegetables 
(c) Cash Crops 
(d) Pulses & Cereal 
crops 
Area 
(in hectare) 
Yield 
(in quintal/ hectare) 
Total Yield 
(in quintal) 
( B-2 ) Production Cost pre Hectare: 
Varieties 
(a) Fruits 
(b) Vegetables 
(c) Cash Crops 
(d) Pulses and 
Cereal Crops 
Fertilizers 
& Seeds 
Pesticides Human 
Labour 
Total value 
(In Rs.) 
( B-3 ) Total Sale Of Agricultural Commodities: 
Varieties 
(a) Fruits 
(b) Vegetables 
(c) Cash Crops 
(d) Pulses and 
Cereal Crops 
Qty. sold 
(In quintal) 
Price 
(Per quintal) 
Total Value 
(In Rs.) 
(FORM-C) 
( C - l } Methods Of Disposal Of Agricultural Commodities: -
- Direct to the Final Consumer Y/N 
- Ttirough Connmission Agent Y/N 
- Through Forwarding Agent Y/N 
- Through Cooperative Societies Y/N 
- Through any other channel Y/N 
( c - 2 ) Direct Sale To The Final Consumer: -
- Are you satisfied with this mode of channel? Y/N 
Reason:-
- Do you obtain fair price through this channel? Y/N 
(C-3 ) Sale Through Commission Agent: -
-Are you satisfied with this mode of channel? Y/N 
Reason: -
- Do you obtain fair price through this channel? Y/N 
{ C-4 ) Sale Through Forwarding Agent: -
- Are you satisfied with this mode of channel? Y/N 
Reason: -
-Do you obtain fair price through this channel? Y/N 
(C-5 ) Sale Through Cooperatives Societies: -
- Are you satisfied with tiiis mode of channel? Y/N 
Reason:-
- Do you obtain fair price through Uiis channel? Y/N 
- Do Cooperatives charges less commission? Y/N 
- Do Cooperatives have any arrangement for outright purchases? Y/N 
- Do you contact Cooperatives only in case of large scale production? Y/N 
LA, 
CFORM-D) 
( p - l ) Price Received By Cultivators Through Different Channels: -
Price/Quintal 
- Direct Channel 
- Commission Agent 
- Pre- Harvest Contracts 
- Cooperative Societies 
- Any Other 
Please Specify: -
( 0-2) Suitable Channel Of Sale In View Of The Cultivators: -
SI. No. Channel Reason 
(1) 
(2) 
(3) 
(4) 
(5) 
( P-3 ) Do You Consider Any Malpractice By these Channel In: -
- Weighing Y/N 
- Taking away of samples while auction Y/N 
- Collusion of buyers in bidding the price Y/N 
- Accounting Y/N 
- Any Other Y/N 
Please specify: -
(FORM-E) 
( E - l ) Grading Of Fruits & Vegetables: -
- Do you grade product before sale? Y/N 
- Is grading done under agriculture mark or any other mark? Y/N 
- Factors taken into account while grading: -
Reasons for grading: -
( E-2) Factors Responsible For Not Grading Fruits & Vegetables: 
(E-3 ) Storage Of fruit & Vegetables: -
- Do you feel the need of storage is required? Y/N 
- If yes, what techniques for storage are being used by you? 
Give details: -
- Are the techniques adopted by you adequate? Y/N 
- If not, what suggestions would you like to make? 
( E - 4 ) Infrastructure Facilities Provided For Fruits And Vegetables: -
- Market Yards Y/N 
- Auction Platform Y/N 
- Weigh Bridge Y/N 
- Telephone Facility Y/N 
- Grading Laboratory Y/N 
Vt 
( E-5) Credit Facilities: -
- Do you need credit for storage & other facilities? Y/N 
- Are credit facilities available? Y/N 
- From which source do you get loans easily? 
- Do you get loans immediately or in instalment? 
- Do you prefer rural money leaders over organised agencies in getting loans Y/N 
Give reason: -
- Rate of interest charge by moneylenders: -
- Mode of repayment of loss; -
( E-6 ) Risk Bearing: -
- Do you feel that there is need for insurance scheme? Y/N 
Give reason: -
- During natural calamities does the government come forward to help you Y/N 
- Any other problem in this regard: -
( E-7 ) Transporting Facilities: -
- Is adequate transport facility available? Y/N 
- Are proper roads available between production and consumption place Y/N 
- Which means you prefer for transporting your procedure? 
- Do you pay any charge for transporting your facilities? Y/N 
Please specify: -
( E-8) Market Information: -
- From where you get the infomiation about the prices at the time of 
sale? 
Vu 
- Are the information adequate? Y/N 
- Who fixes the prices at the time of sale? 
- Do you think that there should be any agency who provide information 
regarding price etc? Y/N 
Remarks: -
